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THE ELEVENTH COMMANDIMENT: THOU SHALY KOT COVLT MY ChILD'S PUKSE

The pre-reading child, {he primary student, and the soon-to-Le-
teenagers represent a new frontier to {he hardsell advertisers of the United Stales.
Their excesses of the past two decades iuvite fhe Federal Trade Comaissicn
rot only to establish a special stafi on trade praclices toward children, but
also to suggest a whole new group of staqdards and regulations.

Those who advertise to chi‘dren--for the purpose of selling to them
or through them--inéscapably also are adverlising to the child ihe ground rules
of the private enterprise sysiem. Today's child has learned more about Madison
Avenue's techniques than aboui the ecconomists' dream; in the process, -
according to Professor Scott Ward of the Harvard Business School, he has become a
skeptic at the age of ten. Can we really expect children tlo supporl our econoric
way of life vhile ve exploit them from the age of two as we éo?

The principal media for adverlising to children are: comic bocks,
youth magazines, back-of-ihe-box coupons, school displays, packajc inserts,
radio and, of course, television. The principal objccts advertised to children
for their owmn use are: toys, edible producls including beverages, sports hero
items, phonograph records, moneymaking bonanzas and vitamin pills, Seascnal
variations are noliceable. Scare packets, for instance, vere in vogue for

Halloween last month. In the pre-Chrisimas season, the crescendo reaches its

.

annual peak.

This paper will reviewlysesent-day practices in the advertising and
selling of toys, pills and edibie products through the media »f comic books,
back-of-the-box coupon arrangerents apd television. Certainly there arc many

vorthvhile producls fof children, and more tithan a handful of elhical advertisers,

but the immoderate, mislcading and often fraudulent sales patterns found in

this country beg for specidl FIC acticn. Certlainly the practices we here deserilc

nake mockery of thesanctimonious testimony thus far offered by those who luil

in Puffville.
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GENFPAL VIEMS
Adveriisemenis Lo children should be analyzed, bolh on an individual vasis
and on a mass inpact basis. A review of today's Saturday morn{ng television advertis -
to children reveals tha ¢ children arc used 10 sell to adulls; imprudeni sequisivion
of goods and consumplion of foods without moderation is an over-riding messuge; cocdl
is_apparenlly unimportant; adverlising to the child is less than fully honest.

The absence of commercials seliing good books or advocating whal once was
called "scrious" music or recommending Lo a child thal he leave his indoor garics and
enjoy ouldoor recreation without artificial props can varp a child's values. Arlifici-’
games, requiring solely the laleni of winding up a racer or pulling a marble in a
doll's moulh, seem to lcave out the skills required in the games ol yesteryear, vhe
one souzhl to score poinis in a conlesl or make the right judgueni in a tosi of wits,
One very astute Nolher recently commenied thatl perhaps we erities of children’s
television arc off on the wrong track. Shc pointed out that the world is Lecoming
like television--the world is chahging 1o reilect Lhe value
on the Tuba. Perhaps games are also becoming like {television: to vin Milion-Brzdle;'.

game "Don't Catch a Cold", you khock out the evil cold bug morster with a

pseudo vitamin pill. Here is the game. Whal erroneous information it coveys!!

Despite ihe Nalional Association of Broadcaslers' Toy Guidelines, and

despite cereful perusal of the small print in toy advertiscmenls, il is difficull

to judge the size or volunc of many producls which are offered. 7his has lon; bren

a concern with fuod products, vhere a strangely shaped conlainer or slack fill may
mean thet you are gelting less of tﬂc product ihan you think.” Slack £i11 hao been &«
subject of concern Lo the Food and Drug Adminisiration as it applies to food, bul the
Federal Trade Commission must beccome more concerncd aboul "slack Ti11" in toys. HMuny

.

a toy is thoroughly disguised by the box il comes in.

See statament of Jdohn Gomillu, Chief, Fair Packaging and Labeling Fran~?, Ofchc.nr
Comptiance, Food and Drug Adminictration, ol the Universily of California al’ Davin
ctag,ing Symposiwa, Oclober 19, 1971.

ERI

PAFullToxt Provided by ERIC




THE ELEVENTH CCZAANDIGNT

I do not tolally objecl to selling to chiltren; but I think il can be done
in a manner which will help them lcarn prudent consumer hébits, such as judging {be
size, shape, volume, unii price or nutritional worth of a product. Careful selling
to children can create habits of {hrift and careful selection, vwhile honestly

promoting specific products that one might necd. The supcrinarkel shelf represents

8 maﬁnificent opportunity “or ieaching a child about numbers, leitiers, words,

trigonometyy, geomgtry, weights and measures and wnit pricing. The side of the food
box could represent a first-class course in nutrition educalion. The selling of
cars, trucks and molorcycles could tcach safely and driving skills, instecad of just
encourazing a desire for speed.

In short, good advertising to childrcn will producce markeiing scouls insie:nd
of marketing skeptics, and their shopping habits will strengthen the private enterprisc
system far more than sugar coating and puffery. Kids can lcarn Lo be cautious without
learning to dislrust - even hate - their econonic systonm.

Lel us nov look at scme of the presenl practices in selling Lo and
through children.

TOYS AilD COMICS

From Lime imsemorial, to& vendors have sought to catch Lhe eyc of ihc child.
The last forty years have witnessed thc conversion of the low key pilch to an
entranced child into a hard sell propaganda campaign that seems to eqqate acquisitivenes:,
jealousy and materialism with the ienets of ihe golden rule. Adveriising to children
today often seems to s th intentional scduclion cf the innocent.

As a reswt of Lhis campaign, children no longer enler a Loy storce te wind
up the spring or push a button; the chiid now is programmed to send in she coupon
or merely plunk down the moncy for a product whose advertis=ments he has scen and

believed; he carries away an unopencd vox, confident that the conlenls arc as

glamérous and realistic as the advertisement which persuaded him.
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An example of this persuasion can be found in any childrcen's comic
book, which is filled to overflowing with coupons and fanlastic once-in-a-liietlim~

offers. I vill show you several examples of Lhese ad pages, but a few quotalicns

2

here may‘suggest the cthics of fhese adverliscrs:

"50 1little dolls that delight the heart of every child! The wonder
of ithis unprecedented offer is ithat every doll is made from beauliful
high~-quality Siyrene plastic and hzrd syniiiclic rubter. You get
BABY DOLLS, INURSE DOLLS, DANCILG DOLLS, FOREIGH DOLLS, CILOJH LOLLS,
COMBOY DOLLS, BRIDE DOLLS and many more in 1illiputian culeness and
clothes for each made of durable vinyl in a variety of designs!

Your daughter or your niece or the cule child nexi door will love
you for this gift. She wiil play with them for months and not grew
vecary of {hem. Vhat a fanily for a little girlt Just thin¥ of it--
50 exquisite liiile dolls wiih clolhes for cach doll, in beautifud
high-impact slyrene plaslic and hard synthetic rulber al ihis
unbelicvable pricet" 1

"Kenner's Newest Racers...SSP Super Sonic Pover...Collect 'em!
Race 'cu!...World's Faslesl Racers!" 2

"Join Now! America's only Monsier Fan Club...ABSOIUTHIY Frl! TANG
. LIFE S1ZF MOOW MOHSTER...over 6 fecl tal)! Horrifying! Fxeiling!

Thrilling! ...It's all FREI! wvhen you join the monsier fan club.

Membership fee $1...no dues or olher charges. Hurry...bc the Tirst!"

Mr., Chairman and members of the Commission...here are the dolls, Arnd here is anolho-
ad offering 100 of the ;ame dolls for the pricc I paid for 50 dolls.:3 Bolh ads

are from the same company, at the samec address. Both ads state ithat 50{ is

required for postage and handling, yet ithe postage on this package was only 124,

"Now yours from Columbia--At Truly Great Savings...any of these hil records
for only $2.86...Here's our besi offer ever! Join right now and get ANY 1k
of ihese records for only $2.86 and all you have to do is agree to buy as
few as ten records ’a% the reguwlar Club price) during the coming iwo yeacs...
How to order: If you do not want any record in any month--just tell us so
by returning ihe selection card by the dale specified...or you may usc ihe
card to order any of the records offered. If you want only the regular
selection for your musical inlerest, you need do nothing--it will be shipp2d

1 Giant Comics, "Litlle Archie", No. 68-MNov.
2 Comic look: Our Army at War, featuring Sgt. Rock, October, No. 237.

3 Archie Series Comics, December 1971,
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to you aulcmatically, And from time to tine, the Club will offer some
special albums, vhich you may reject by returning the spzecial dated form
always provided--or accept by doing nothing,"l

.«.Do we not have a rule covering the charge for "doing nothing" 7

"What kid wouldn't vant a Giraffe, a Hippo or an Elephant to call his very
own? low participating ARCO dealers are giving away a pair of toy animals
absolulely free with 2 minimum eight gallon £ill-up." ¢

+o+Thus we sell through kids to.iheir parents,

MThrow your voice into trunks, behind doors, everyvhere. Fits in'your mouth

out of sight. Fool teacher, friends, family, Free book on ‘How to Become
a Ventriloguist', 25¢ "

...and fool the buyer, too!

"Gel your Dr. Seuss Horion. A perfect corpanion for cach girl and boy...
send $2.93 plus tuo labels from any of these IABISCO Cookie Brands and get

your very oun iﬂﬂ atable Horton the Elephanti...Watch Horion Hears a %ho
on CBS"T\’. . o"

...$2.98 for a balloon???
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"I incrcased my Bustline from 35" to a fgll 39" in just 8 weeks with the
Mark Eden Developer", says Anita Paul,

.+ . No comment.

1 ¢he Flinistones and Pebbles , Charlton Comics, Colunbia House, February 1971.
2 Sunday Comics, ‘The Washington Star, October 17, 1971 (ARCO ad).
Flash Coniics, Honor House Producticn Corp., November 1971,
Sundey Comics, The Arizona Republic, Seplember 26, 1971,
5 Batman and the Flash, January 1971, ]
6 Motion Picture Magazine, November 1971, p. 73 AND Parents Magazine, November 1971,
p. M, (111)
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Many of {hcse items are all too fami'liar tQ parents of 6-12 year olds ioday.
We vere suckers a generation ago for the ventriloquist mouth .pad, or the insiant
bust or muscle builder. Purchasing the item broughti you disappointment, and a ncu
listing on somcone's junk mail list. Selling a child a pile of plastic today may be
humorous to the seller, but apparently it ic the beginning of disenchanimeni for
the youngster vho fills in {he coupon,
Comic bocks today emerge on the vorld market at the rate of 300,000,000 per yooe!
If two thirds of them remain on the Arnel:icag scene and carry 10 pages of advertising
(a conservative estimate), that is approximately one billion square reet of

advertising to children that should come under your purview.

TOYS AND CERFAI, BOYES

The back-of-the-cereal-box campz2ign gocs unrecognized as the indoor
billboard of ihc United States, The Cereal Institute recenily estimated that
900,000,00C backsides vere shoun 10 Americans each year. This constituvtes 150,000,000
square feel of space. That is the cquivaleni of 30,000,000 full psze newspaplr
ads or 500,000 billboards aiming a message at your child. More imporiant, rercnber

_ that this message is set beforé your child witk your tacit approval--you invite
yc;ur child to read this coumercial. Small wonder four cereal producing compunies
have bought at lcast seven toy corpanies. Small wonder they ave using ihe fantasy
world of toys to inveigle your child into wanting their super-suveet products.

. Here arc some examples of the toys adveriised Lo children on cercal boxes
found in local supermarkcts late in Oclober:

General Foods (Post) Pcbl;les Free yo yo inside

General Foods (Fosi) Fros.ed Rice
Krinkles and Cinramon Raisin Rran  ¥ree Bobby Shernran record on beox

General Focds (Post) Alpha Biis Matiel Whizzer with bodlops 504
General Foods (Posi) Crispy Critters Hasbro Frce Hot Foot Racer in box
Kellogg Corn Flakes Hasbtro "Alley-Up Game" $1
Kellogg Sugar Frosicd Flakes Touy's Bowling Game 1
Xelloge Rice Krispies Baskelball Gome 1
Kellogg Frool Loops Free Puppet Peedle inside
Kellogg Raisin Iran 3-D Football (ards inside
Kellogy Cocoa Yrispies . Free Zoo-Choo ingide

Keltopr, Purfa Pufia Rice . Free Toolic Bird inside
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Globe Trotter T shirt $1.50

Frec Globetrot-er FPlayer inside

Jade Jewelry $1.50 ana $2
Free Whislle insicde

Mystery Gardens $ .50

General Mills Couni Chocula
General Mills Frosly-O's
General :iills Cheerios

General Mills Lucky Charms-
General liills Cocoa Puffs
Ralston Purina Raisin Bran Chex Palmistry Puzzle $1.50

Nabisco Sueet Wheats
Nabisco Rice Honeys

Free Xazoo inside
Free Prehistoric Monsier inside

Quaker Quisp
Quaker Quuke
Quaker King Vitansn

Space Race Game on box
Gyro car in package
Castle $ .75

I interviewed one industry premiuwm expert and he said:

Back-of-the-b~x premiums are seldom test marketed ahead of time.
"Fuliillment houses" hzndle the =uiling work for the ccapanies. The
frantic rece to attract children has now become a pain lo all the cereal
companies; Lthey would like to get avay from proniums but no one dares
make 1 ¢ firct nove.

It must be remembered, novever, that the premium does give ithe food company
a means of advertising its low quality food producis withoul mentioning their
nutritional worih. (fhe Food and »drug Administration has no inlerest in the toy

sales aspect of food containers; thus this bLreskfast table billboard and its terptatior:

belong to the FIC.)

The bribing of children io buy a foodstuff based on a toy's appeal and the

persuading of parents through exhoriation to the children cannol be said 1o

strengthen nuirition avareness. The article below is from ihe November 1 issuc of

Advertising Age:

Premivme fade alitll2, Dy 1969, Keiiong said promims

but tizex haven't died

NEW Yurk, Ot 20--Piciniums
have long beon gt of the brock-
fast corcal sreeo: Dahlia buils,
bride dotls, 1ccds, charm brae-
Jats, you nmue it Kellog: spont
$3,060,000 a :ear cn prenviius
in 1937, thzn ecui hack Lecaune
they dida't an fie loral uaers of
tots who switched _licals with
cach nev pra:irs offer and they
were wintal on adults. .

were practically eatct. In 1961,
Gereral Mills tied to stamp ot
sgadgels, guegaws amd ginmicks"”
as premuas wid offiied “nfor-
mative™ bird pastisits, insteed.

But premitius only fade away
from fime to tumre They nuver
die. Witness a curent ad for five
Pout ceredls. The hesdhne: “Yes,
they're pre-swectonad, conw 16
funny shapes and have toys in
the box.”

LRI
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Mr. Cheirman, éoes nol the packinz of six different "puppet pcople” in
six versions ol the saiic cereal box belie previous Lestimony ithal advertlisements

cannol persunde a cusicmer to go on purchasing a questionable product?

SELLING THROUGH CHILDL®N
The obvious pluy of selling itoys Lo increase cercal salcs has a
cowsterpart in ithe adull world. Ve have already cited the ARCO zdvertisement vhercl, -
children are wcocd for ihe adull busincss they can bring to the gas pump. Two yeusrs
ago, Texaco was selling « toy tanker which was only available al their stations.
Today BP offers kids "{ree" sew-on racing patches with every 8 gallons of gas--and
genuine racing jackets for $5 ewch Lo seu ihe palcles onto. Citgo adveriises:

"Get Lhe Laker Special or the Can Am Special. They can rcally go? lleed no
batleries; jusc pull oub the T-5tick and V-ro-o-m! Ask Mom or Dzd Lo drive
doun 1o CITH) and gel you a racer or tuo. Omly 99¢ cach with 2 $3.00 purchsze
at €1760." 1 ) .

L may b~ of further interest to pzrents to read this excerpt from Plavihin~s

magaz:ne, Scptember 1971:

"David B, Locktoun, former President of Onleario notor specduvay, has

acquired the righls to license i1he Johnnny Lightning for arcas outside

the toy field...lLockton stated thait the nawe has 'great poteniial for oil
and gras addilives, tires and high performance preducts.' Lockion said that
recent surveys shcired that there is an almosil'universal recognition' of
ihe name Johnny Lighining among adulls as well as children. Lockton ncled
thal he inlends Lo licensc Lthe name in the areas of clolhing and food
producls.”" (emphasis addcd)

Even American Airlines htas a link to the toy world. f%heir "In Flighi

Shopping Service Magazine" advertises a "Ride 'Em Cet" for toddlers at $15. This
is the seme toy, complele with American Airlines insignia, which Kusan, Inc.,

adverliscs in Parents, Wonen's Day, hMeColls, Redbook and Family Civele. In fact,

Kusan (Or is it American Airlines?) has arranged for iwenly television rtalions

across the counlry Lo give sway the toy on prograws having awards for chaldren.

1 cunday Camics, The Wushington Post, November 7, 1971.
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Local stores expect to sell the toy for about $8.50, even vhile AA is being so
free with their logo and charging $15.00 for the same toy.

These exzmples suggest thz;.t a web of toy salesmen exercise their skills
to try to pry coirs from ycur child's pirsc, and from your own, This is a
profitable business, as exemplificd from ik excerpts from toy corporalion

Annual Reports in fppendix A

1V _+'0Y ADVERTISING

Television unquestionnzbly dominates the field of toy advertising to
children. Ve have testified on television practices before other Cannittees
and Corraissioas and will nov highlight a few poinls from that testiinony. ,Aﬁd;jkicnal
. \ )
material from previous statements is contained in the Appendix. ‘\/\v J

Every parent knows {hat toy advertising is very seasonzl, bul this
-3

graph shows it rather dramalically:

Number of toy ads in a
veck of neilvork
children's progreas
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Television Loy advertising has produced so many irale conmenis over the part
few years that the National Association of Broadcasters Code Authority institutead
a nev loy advertising code this year, It applies only Lo conventlional toy
advertiscrs and not to those who advertise toys as premiums for other products,
The cries cf an;uish over {his inmbalance can be heard from Hasithorne, Califerria,
to Springfield, Masswchuszells,

| Producers of TV 1oy céxﬂmrcials Loduy say some ad makers are following the

Code, while other: arc winking al it. The poor enforccrent rccord of the NAB
Code Authcrity leads to vide fluctuations in adherence to the Code.

Perhzps the best insight inlo the celhies of Lhose who adveriise to kids can
be drawn from this Octobcr'comment by a mzjor producer of comicrcials:

"IN ADVERT.SIEG TO KIDS, YOU DOIil'T HAVE TO BE TRICKY, Just...
.« o AHHH...CLGEY,"

A writer of televicion toy commercial scripts, nov retired,-revealed last
weeh that,..

"I WROTE FOR THFI! FOR YRARS AID I KNEW I WAS LYING THROUGY MY TEETH,
BUT I HAD TO MAIE A LIV1HG."

As you vill note in thcse comnescials taped for the FIC library on
Saturday mornings over ihe last month, adults are weil polished in being "cagey"

with their four and six year old viewers: (See Appondix I for Storyboards on some win.

"....The beautiful people have beautiful hair and beauliful
clothes they love {o share,
There's Crissy and Velvel and now two more. Misz and Kerry,
so0 now there are four.
New Kerry and Mia, each wilh their own outfits. Addilional
outfits may be purchased separately. They're Ideal."

+es. This is the cold germ. To keep him away you hii him with
your vitlamin pill into somebody else¢'s corner. Rung. le's
out. Last cne in is a winner. ..Terrvific...Don'l Calch a Cold".

".... Now you cen play Noah. Partlicipating ARCO dealers have 15 pairs
ol animnals to collect. You can even get Noah and his Ark.
Just ask for completc details. Start playing Noah soon.
bon'i wait for a rainy day. A pair of animuls frce with a
minirmm 8 gallon {illup."
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Parents who wince at the seasonal tidal wave whith encourages their child
to demand some exotic plastic toy may find an unexpected ally in their local iloy
retailer, With the e*ception of Lhe toy supermarketeers, toy vendors do not -
like the hassivc adverliising of Eprt ‘» toys on television. Complaints about the
ads include:

"They create a demand avway from quality ;;ems."

"They invitle disappointments and irate parents the day after Christimas."

"They favor ihe toy supermarket depots,"

" "They sell junk."

Toy supermarkets are afforded "taglines" by major wonufaclurcrs in
return for subslantial orders. These taglines pemait the tcy supermarket to be
identified locally és the place te get the nationally advertised toy. 4As a result
the viewer is led to belicve that the Loy is only aveilable al the location meniior
Small toy vendors shout that this is unfair. They cannol afford to buy taglines

and they are not big enough purchasers to win the manufacturers' largess.
A major toy adveriiser in ihe Washington area, and an ‘example

of the supcrmarket-typc toy operation, is Toys R Us. Their tagline is nov

appearing wilh meny specific loy advertisements during children's programs.

In spite of this, John Gray of Lash Distributors and Toys R Us wrotle us 13/2/7:
"We have a lov keyed approach to toy advertising. We aim our advertcisements
to adults, rather than touvards children. Ours arc display type ads that
feature a broad assortment of toys...Basically, we attempt to promoie good
value and wide seleclion, instead of featuring individual items."

The toys retailers we inlerviewed all agrecd that there is 1illle profit

for them in the toys pushcd on TV. The pricing of nationally adveriised toys is

perhaps reflected in this story of one of Mattel's 1970 racer campaigns. The

advertising effort was gigantic; the toy bombed. Supposcd to scll near $10, after
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Christmas the toy was heavily discounted to such an extent that a local {oy
wholesaler belicves-Mattcl was making lhis 1acer available to stores al $2 per
set. Even this did not rid Matiel of its huge supply. It look a post-Christmas
fire ip their lMaxican warchou;e to bring their stock down £o size,
Parents who boil vhen a toy brcaks down within days alter purchasc night

nole that certain {oy companies have a repulation in the trade for pulting out
faully materials the first year and taen improving the product the second ycar,
Kenner; a General Mills subsidiary, had a record playcr and tape recorder which werc
cited by a Loy vholesaler as being examples of their too-often shoddy "first ycar”
produ;ts. Kenner manages Lo slay competitive by a recall program which reimburscs
retailers year after year for rcturncd producls. Parents who have Xenner products
in a junk pile in their atlic might note this company policy and demand reimbursement,
Other major toy companies take less rcsponsibility for their f{aulty products.

- In conversations wilh a2 muwer of toy oulletis, we.heard considerable praise
for one company--Fisher Price--which apparenlly has a higher standard of Loy desiga
and manufacture. The wcntion of Mabttel cllciteé few complimenis--cither for their toy

or for their business ethics.
Over 50% of the toyé‘heavily adverlised in this country conlain foreign

made parts, wilh Hong Kong, Japan and Taiwan being the principal sources.
(The west coast dock strike hus upset this year's imports from the Orient.)

European toys, particularly dolls, arc also a major ilcm.

TRICKS OF THE TRADE
The advertising of toys rcaches a frantic pace at this time of ycar. This
advertising is part of the "deal" which major toy manufacturers make with those
stores which buy their items. At the anmual Toy Fair in New York City cach spring,
nol only are loys shown bul adverlising budgets are promised for the promotlion
of those toys. Some stores rely on these promises, hoping Lhe demand will bring
them easy profils. The rccord of manufacturers' delivering on their promised

television compaigns is spolty. Many a toy budget is "adjusted” Yeilween the spring

Toy Fair and the pre-Chriclnas splurgc.
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An insight into ihe ethics of some scgmenls of the advertiising market today can
be gleancd from iradc publications ithrough which toy merchants talk Lo each ctiier.

After the spring Toy Fair, ihe threc major &rade publications add fervor
to the sales drive by repcated emphasis on the urgent need to sell, sell, sell.

The following quotations are from thc September 1971 issues of Toys, Playthings

and Toy and Hobby Vorld:

"BEvery manufacturer should want to advertisc in [the November and December
issues], for bolh vill give the manufaciurer a final penetrating thrust al ihe
heart of ihe toy market, and each ronufacturer's adverlising in these issues will
show that he is genuinely behind dealers all across the nztion." Toy and Hobby YWorld

"The November issue of Toy and Hobby World will fealure what czn be done
to squeeze the most possitle business out of those last few weeks and days of the
most productive part of the year.”

A spokesman for the G.T. Morrison Company, a chain of 15 variety stores,
says lhat onrne of their best items has been the Spanish-spesking Barbie Loil. He
says,"We're in the right localion for it; Jjusl 2long ihe licxican border."

Toy and Hebby Vorld

Fisher-Price (a Quaker Oats subsidiary) adverlises "on ncilwork 1V, first of
all., Ovur new campaign on ABC and CB3 hes been expandcd from 8 weceks to 10 weeks. Parcnls
will be treated to a brand new Chrislmas coamcrcial." (emphasis zdded) Toys

¥ohner's (a General Foods subsidiary) boasis in Toys that "millions of
'busy buyers' will pe waichine Komer saturation advertising on these lop-rated
network shous:
CBS Femily Affair ) 11:00 a.m. 5,770,000
ABC Bewitched 12:00 noon 3,610,000
ABC Let's Make a Deal : L, 360,000
NBC Doctors . 9,170,000
ABC General Hospital 6,070,000
ABC One Life to Live © 3 4,090,000 *

Also in Toys, the Ideal Toy Company boasts: "Tdeal has a brand ncw doll,
The Partridge family plays with her every weekon network TV. Starting this Fall
on the ABC Television Nelwvork your customers will see Palti Pariridge on tour wi'h
the famous singing Partridgse Family. Patti will be on veek after weck--and she'll
go everywhere the Partridge Family goes...Over 25,000,000 pecople will sec Patlti
Partridge on the shou and Ideal will back it wp with its own hcavywecight promotions...
Littie girls all over the counlry will want a Patti Partridgc doll for tiieir very own.
So stock up now! Let Patti Partridge and the Partridge Family male beautilul music--
and profits--for you."

Ve corresponded with ABC and the Ideal Toy Company after sceing ihis

advertisement. The responses are yet to be seen. Maybe this Commission can

produce a reply.
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?n the sane monlh, the Showcase section of Playthings roported that "a new
royalty linc of preducts based on the TV shou "The Partridse Yaily" hus been
introduced Ly S2217ield rullishing Compzny. The line inclules’ a Peper Doll Bo:, a
Punch-Oul Paper Doll bock and a coloring book,"

Toys reporis that the "Gund Monufacturing Corporation has signed a
licensing agreenent with Nobert Yeeshan Acsociaies Lo nanufecture Captain Kangaroo's
Dancing Bear,"

GAI' Vieurasier boaris in Playihings: ".,.our commercials will be seen on
the most popular children's shovs every Swourdey, Shous like Burs Bunuy/ﬂoad Runner,
Scooby-Doo, The Horien Giokztlrotiers, Archie, The Monkecs, Jetwouns and morc...

In addition we are co-spousoring a 90 minute spccial show on October 20 fealuring
the opening of Disacy World in Florida. And ihis proaises to be the biggest
children's special of {he year...All in all, this mcans a lol of hard sclliing {or
Viewmaster. Vhich should make your selling job cusier ihan cver.,."

If thesc frantic comsercial eflorls vere Lo be aimed al adults, we might
dismiss it as a "normal" pari of ihe privale enlerprisc business world. But it is
appalling to read: "...slill plenty of {ine to help you make o killing..." and

realize {thal Ltheir targel is your child and ninec.

TOYS TIED III TO TELEVISION

The Partridge Family will not be the firsl television program Lo displey

a2 product directly on the program. Romper Room has raéeived a lot of atlention for

its constant use of ils oun camercisl products.1 =0 the Cloun is another progra:.
vhich might bear a closer look. The Scptember issue of Toys magezine carried a
story on Bozo, vhich makes interesling rcading:

".. Bozos may spcak different native languages around the vorld, but they
are all saying and doinz the same Lhing, and every one of 1hem has Lhe same costumnc
makeup and general physical and emotionul mnkeup: tall, agile, athletic, healthy
and happy. 1f you look al ihe Lozo porforming in Chicago, you cowldn'i distinguish
him except for language from the Bozo perfonasing in San Juan, Puerto Rico...

"As a cormercial enlerprise, Boxzo the clown is big busincss, in Lhe same
vay Smoky lhe Bear and Raggedy Ann arc big business. The live and laped TV shous,

plus ihe cartoons, reach @n estimated US and forcign audicrce of 30 million cvery weck.
It's a pre-sold audience foxr Bozo merchandisc and al latest count slighlly more %han
50 manufacturers are producing a varicty of merchandise feeluring the Pozo
characterization, including toys and gemes, touels and sheets, sponges and plastics
and various national or re¢gional food:n,"

1 Hasbro features Rompe:r Room "toys, the Romper Room program, and even Romper Roor
schools. Sce appendix .

R
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Here is the list of Bozo product licensees! : .

Bozo The Claown Product Licensess

Allison Manufacturing Co., Ine. . . . children’s tshirls,
terry cloth bibs wnd ¢ottorn bt parinas

Blue KRibhon I nturprise, Inc.. Hop n Pop

Bradley Time Danion. Lizin National Wateh Company
... children’s wrist waiches

Brooklyn Yroducts, e, . .. chidren's bath sponge in the
form of a puppet-ty e hand, other spange rubber products
Colorforms . . . plasic dic-cut shapes (Stick-on toys),
magic movics

Commonwealth Toy & Novelty Co., Inc. . . . shoc bag,
pajama bag

Bien Cooper, e, . . . halloween and masquerads costumes,
paajanta costasees

Perren Gerher and Associates . .
plays

Fashre Industiies, hue. . sening set pencil-by-rumiber
set. chalk board, rub-on color trasster set. tathie, tele-
phonc, gum ball vending bank, potito nead phiy set, lute
brite picture refill

Holittay Fublshing Company, Ine. .. paper paiiy coods.
baby pifi and sbaver cands, sichenn Tabely

Fdeal Toy Corporation . . . inflatable plotic bop bar, roly
poly. char pl st play hoose
Bise Bharry Jenes o aplin
Kenner Products Company colur shdes, fidme strips
Knicharbocher Tuy Compan, Ine. rag Jdolts bond
puppets and manondstes, plush Jislhsy hassocks end Bend-
Em dolls, slecping bags vimyd rofu pobe wath Junee or
speaker, hanging mobiles. switch pltes. basepelict wall
plagues .

Kohner Bros.. Ine. . . . doll on trapere, push button

. animated window dis-

. gioning vp chnt

1eisure Dymmnies, Tne, . . . plastic toys in various sises
Little Keany Publications, Inc. . . . Boro's Bhppo
Lysander Tufted Proditets, Laal. . . . chatacter rugs
Matted, Tne, . . . telling coll and tallang and laughing
hand puppet. tuthing Patter Pal

Miner ludustries, Inc. . . . childien’s masks, adult masks
NevieStip Comfort Covers, Ine. . . . blanket covers,
mllow covers
Owens-1llinois, luc. .
Paity Favor Toy Company . . .
Bozo purty favors

Pioncer Vaver Toy Company . . balloons

Polestir, e . .. talhine books

Quhut Divivion The Scott & etzer Coo L stainfess
stect eating utensis, dnnbang mag, wall nite Jue, switch
plate

The Raglen Co,y Inc, . .
hite, yo 3o

Star Machandise Co., die .. party favors

TFasco Productings . .. caricature povier-

TFoy Twnovations Lk . . . cattoon punting scts, toy v
scls

Universal Tamp Co,, Inc. .. character fomps

Vanify House, fne. .. tshorts, sweat shurts in adult i/es
ViR Moefscring Divicion ndlonn svending
niachiacs

Visual Data Corporation . . . 1 hlm shdes with vicwer
Winnrted Mudls, Division ML T ovonstein & Sous, Jnee . ..
onch. sheets, pilowcases  bathimats,  <hower  curtains,
bedspreads. baby blankets, plastic niugs, qults. comaterters,
draperics

Westan Pablishing Company, fnc. . . . ponchout and cut-

. miclamine dinpzrwate
wstributors of bagred

. shiding square pussle game.

out hooks. aclivity bouks, Magic Slates. story  books.
painting and coloring hooks, colonng cray ons

murioneties. dull on padestal spinning toy. tricky Walker
o). Jumphins

I suggest that these toy practices, these ethics, these propaganda
cempaigns are proof cnough that the FIC should expand its aclivitics in repard

to children, and that a Children's Merchandising Division is long overdue.

We cannot make specific recorendations to roderate the use of toys to inveigle
children Lo scll to their parents until a deeper analysis is made of these

practices. Suffice 5t to say children thould ve elerted when thoy are being used.

1 goys, September 1971, P. 57

-

FRIC . .
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PIILLS AND YOUR CHILD
We have alrezdy noled the link beilveen food comparies and toy companies.

Now Fred Flinistons can show you hov the toy and cartoon world introduce the pill.

culture to today's children, Fred has a child nared Pebbles, and there are two

variations of a Gencral Foc 's cereel called "Febbles". Fred sells vitemin pills

for kids Lo take "when they don'l eat right". 1le evidenily also advocates aspirin:

in & Fehrusry 1971 edition of Charlton Comics, Fred's boss deflecis & boulder, and

Flintstone advises hinm to "{ske a couplec of aspirin, boss. Your hczd will be fine

in no time!"
Vitamin pills are not often scen in comic books, bul on tclevision Flintsioncs,

Pals, Chocks and chocolate coelced Zeslabs arc ealhusiasiically advoceled to children.

Adverlising in the midsl of the Salurday morning carioorns contains

the pitch:
"Hey hotshol (svimrer), what kins of vitemins does your rother give you?

Bcy: Chechis... Announcer: Why, because she Xaewes you don't #1uzie est right?
Boy: Yeali. Announcer: Bul vhy Chocks? Vhy not one of thosc othicr shaped brund: :
Boy: Thosc are shaped Tor Jiivlie kids...”

OR
Man: ..."You don't eat ihe Pal's Club Arnold. JYcu get it in {the mail frec
when you send in any box ol Pal's Vilamins., Arnold: Can 1 have ny dailly
Pal's Vitlamin, too? Man: Surc. Arncld: I love the Pal's Club. lian: To join,lic.y, .o

In a long stalement submitied Lo me on May 25,.1971, the day hefore 1 was Lo
speak to the National Association of Broadcasters Code Authorily Review Board,

Miles Iaboratories starled out by denying Lhat Chocks and Flinlstoncs were

vitamin pills at all:
lemenls of vilamins and mincrals are not 'drugs’' or
as classified by FDA in 21 CFR Scction 125...
Chocks and ¥linislonces products
'a medicine in the form of a little
uncoatecd and is Lo Le swallowed

"Dietary supp
'medicines'...Rather, they are foods, C
Children's dietary supplements such as Miles'
are nob 'vitamin pills'...A pill is defined as
ball or small rovnded mass that muy be coated or . . -

Websters Third licw Interaational Dictionary, p. 1715, These dietlary supplensn..
are not mecdicinc and are intended Lo be chewed or dissolved in ithe ciild's moulh,
not swallowed whole. They are larger than mosi pills, and ihey arc.not §haycq )
like pills. They have shapes vwhich are unique to themsclves and which dislinzuish
them from modicine pills.”

wvhole.'

After ihis auipicious beginning, Miles venl on Lo slale:

'Y 2 N 4 )
"Miles laboratories, Inc., morkets its chewable dietary supplemenis--intended
2 ihrough 12 years--in lagge parl .

for consumplion by children in the age guroup
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through adverlising on television...Dielary supplements intended for children

are nutritionally valuable and highly needed products in ithe United States,
Advertising such producis directly to children encourages ihLem t> regularly conswne
this beneficial food. llence, such advertising should not be condemmed,"

"Although il is the parent vwho makes the delerminztion as to whether or
not to give a child a dietary supplemeni, exposing the child to advertiscments
aimed at creating an avareness of dictary supplemenis and {)eir importance helps
insure that the child will approach the ccnsumplion of dictury supplements wvith a
willing altitude and encourazes him Lo remind his parent to give him his dicltary
supplenent every day. Our expericnce has shoua thai these dual goals cannol be
efficiently:tcconplished by advertising directed primarily Lo parcenls. " (Emphasis added)

"Miles Laboratories is firmly convinced that the manufacture and promotion
of high cuality vitamin and vitanin plus iron products for children represents a
significant contribution to society. Dietary supplements are of inporiance to
the child's fulure, and we itherefore believe it is imperative that ve and our
caupetitors continue Lo advertise them to children directly."

Pals vitamins, & product of Bristol-lyers, are made in the form of
Sesame Street-type characters who eat each other; ihey sing songs aboul health and urge

youngsters to counter Mother's food advice,

Zestabs, a producl ol lHoffman La Roche, are neculy decked oul with a
chocolate covering. They vwere p.eviously advertised by a Supcrman-like
"Supermouse”. The Zeslab ad must violate as many broadcasi ethics as any other

single ad.

In this ad:

1. A medicine is given the image of candy,ilhercby inviling sclf-dosaze and
over-dosage;
To avoid the Code Authorily ban on adveriising medicincs {o children,

the announcer throws in a fraudulent appeal to "Mom"; and

The appeal inviles a child Lo rejecet the nulritional advice of his
parents.
Chocolaie-~covered Zestuha cost 4.2¢ cach; Pals are 2.3¢ cach; and Chocks are 2.4¢ each,

A local drug storc chain sells plain vitamin pills for 1/2¢ each.
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This Comnission has heard much from Lhe phblic and the ¥FDA sboul over-ihe-
counter drugs. Children watching television see many of the esnlmalives and scedubives
urged upon itheir .pavents. Instcad of having a public campaign on children's {elevi:
advocating to kids ihat Llhey recognize nalure's dislress signads for whal they recally
mean, we have herc the child's version of the pi]1~iakers chorus. Flintsiones, Pals,
Ch9cks and chocolate covercd Zestabs are medicines and pills, regzrdless of Miles!
claims to the contrary. The NAB Code Authorily has ducked ihis issue enlirely.
Incredibly, some of the nation's nutritionists yho admit to being appalled at the
foods being advocated over television, cxcuse the vitamin pi}l ads on the basis that
they repair the damage done by Lhe inferior food producis sold Lo kids.

The Food and Drug Adeinisiralion has beern vrging this Cowrission {o aét on
over-the-counter drugs. 7T urge you to siari wilh children's progrums and vitamin
pills. I then urge you to move on the adveriising of all calmutives and sedulives
during hours wvhen ?hl)dicﬂ may be watihing,  VWhether Lhe link betlueea cver-the-counter
drugs and today's drug epidcemic is ever proven, the abscnec of any messarses on
television encouraging us Lo "urdersland nature's waraning signs” gives the walcher
an unbalanced parspeetive of his own physiology. If you are Lo ban any adveriising,
here is the place to start.
. MY CHILD'S PUKSE AND FDIBLE PRODUCTS

The comic pages of the Sunday ncuspap2rs all over the United Slales contain
a veritable menu of advertisem»nls aimed at children. Milky Vays, M & M's, Snickers,
Hershey Bars,Clark Bars, sugar, Orcos, Suzar Wafers, bread, cheuing gum, écanuts,
artificial fruit juices and frozen dinners are but a few of Lhe foods adveriised to
children in these "funny papers.”

On onc Sunday comics paée, Tibby says: "New Libbyland Dianers arc the only
frozen dinners made jusl for kids...Libbyland is vhere it's at. (Caution: Favenis
notl admitted unless accompanied by children.)" 1

Hershey Says: "To make milk taste like a Herchey bar, clip this Hershey's

Instant coupon.”--- A child smiles over ihe foaming glass of c¢hockolatle milk.

R

TSunday Comiss, Jos Angé?ea Times, Sunday, May 23, 197L.
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In ads placed in praclically every Sunday comics page we have scen, VWrigiey's
clains to be "wholesome, dalicious, satisfying".l (Vebster defines "wholesonz" es
promoting ihe heallh of the mind, spirit or body. How nutritious would you believe
a stick of chewing pua to be?)

In a full-page comic book ad, Kool Aid says: "Kool-Aid Soft Drink Mix fun
is a lot more than sipping luscious flavors. 1It's balancing a Color-Changing
CANNED WIZ-Z-ZER on the tip of your finger and walching blue and yellou dols spin
into a green line;" 2

In the Appendix, we include many ads taken from 1971 Sunday comics pages
and from comic books. Thus we sell edibles to children in the print madia,

Food is also used Lo urge the child to invelve the vhole houschiold in other purchasce.
THE SIDES AND BACLS O BOXES

Within the last year, Lhe side of the cereal box has yielded nore mitrition
information Lhan ever before. At the same tirme, houever, Lhc back of the box has
ept up tha rribory offers vhich boz o child L~ pake his food decisions on soms
basis olher ithan nulrition. I invile you to revicu Lhe Rice Krispies ads, both c¢n
the box itself and on children's lelevision, and give an instani jud-eent as tlo
whelher the ad is selling a téy or a food. Here is the scripl of a currceni
hice Krispies TV ad:

“There will be kids everyvherc...

Waking up, wakinz up...

To Kellogg's Model Sports Cars...

Waking up, waking up.

Now from Kelloge's Rice Krispics

Get a "Mod Rod" Model Sporis Car kit!

Get a Porsche...

Jaguar...

Corvette...

or Mastiang!

ONE FREE with ithree "Mod Rod Seals" from threc
specially-marked Kellogg's Rice Krispies cereal packages.

How at your grocer's.”

lgunday Conics, Tempa Tribune, Octobher 3, 1971.
2Archie Series Comics, December 1970.
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If Lhis creates a queslion in the adult's pind, 3t musl also createc a
question in the child's mind. 11 musl 2lso indicate Lo ithe child ithal tlere is no

ralional way to go about food selection--ihat food can safely be choscn on the

basis of a jinale, vhimsy, or a racing car. See Pages 6 & 7.

.

TELEVISION AND EDIBLES

Television hns by far the greatesi punch in poriraying edibles 1o children.
We have coumentied upon the adveftlsing of edibles with some care before the
Federal Cc:rmmicalions Comalssion and before Congressional Committzes. (The FCC
comenis include an analysis of i1he vaseillating rele played by the Nalicnal Associabion
of Broadcasteors Code Auvtherily.) Raliner than repeat ihese previous statements, I
include them in the Appondix. Tio of tho graphs, however, are peilicularly pertinent.

‘Yne left-hand graph on page 21 shows the Llypes of producis thal are
adverlised to children during a wveck of Network childwen's prograns, 1
You will note that over 507 of the ads arc for edible precdvets. The graph on
the right on page 21 shows which eaibie products ware advertisced On noloen
children's progruns. The graph shous thal 92 cercal ads and 50 ads for candy,
cookies end soft drinks were direcled al children thal uveck by the three notuorks.
An additional 20 ads pushed sﬁack foods and drive-in restauranis, bul there were no
ads for vegelables, milk products, meals or fruits, at least on netlwork 1V,

The Food and Drup Administration has no responsibility for the advertising
of food products, but they are rusponsible for'ihe labeling of foods. They hove
conlracled with ihe Nalional Acadony of Scicnccs/National Rescarch Comncil Lo
.provide ilhe profcr guidelines for nulritionaz) content of certain classcs of food:,
such as frozen dinuers, main dishes, ready-to-eal breakfasl cereals, ete. Born
of the 1969 White House Couference on Food, Nulrition and lealth and pronised quaric®

gince ihat cvent by a badgered and bewildered FDA, the nulritional gufde’ ine

~

1 pata for volh graphs js from Brondeast Advertisers' Reports, Network 1V, Veek
Ending April 11, 1971,

LRI
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philosophy will heve no impact, particularly if the advertisements of the foods can
ic

for six groups of popular foods apparcntly have not reached the halfuvay mark in their

guidelines before the ead of 1971. According o Cornecll professo
Breakfast cerecals von'l be considered until at least. February 1072.

labels on food contlainers are und
labels on boxecs, packages

food industry, has become jncap
contradicl ihé lobeld claims.

true contents,
A nalionzl nutri

development.
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provided by a certuin fucd wiil have litile cducalional bmpact i the ad for

thal same food toasts of "giaik size protein® Cheerios, by General Mills, is a
with vitamins and minerals

case in point. It has been consideradbly fortificd/over the past year, bul it

still does nct provide sufficient complete protein to (1) make one's muscles buloe

or (2) give one ihe po.cr Lo chasc elephants and rhinoceroses. Yet ihe

advertiscement on television shows just such things occuring.

I have spoken of Libby Frozen Dinmers, and they provide anolher exziple

of the contrast between promise and delivery. Libby's Safeci Supper, Sundoun Svp-or
and Pirate Picnic are the subjeet of a frantic advertising cempzign aimed al
children.  The ads avoid nmutritional. descriptions of ihe produci. I asked tlhe
Department of Agricullure for a nutricenl annalysis of the dinners, on the asswepiion
that they would conluin over 2% protlein znd thus fall under the purvieu of U3DL/;
but USDA had never heard of them. I want to FDA and was 10ld that thoir guidelincs
for composite dinners wvould HOY inciude children's dinnevs and thai they did nci
They would bte wnalyscd in carly 1972,
know the nutrienl content of ihe Libby nzals. /1 also conteacilcad Libby, boih by
letter and by lclephone. Dr. James Aibrechi, Dirretor of Rescarch, slatced that ~iide
they were very nutrient conscious, Libby would imzke no nulrient level deeisions
until the FDA acts. 5-10% of FDA's Recomnended Daily Allovances were their tervorary
goal as they adjusted their ingredicul and scasoning fornmlation. Thus we finé w

major advertising campaign a2imed at kids - sclling a meal of unknown nutrient valuc.
We rely, as clscvhere, on the company's elhies alone,

The lack of truly informative labeling, together wiih these advertising
ploys, manage 1o keep the consumer in ignorance. I do not think 1 exuggerale Lhe
ignorance of the consumer, even if he or she is iruly intercsted in foud. So nuny

foods have changed in formulation and in fabrication, and so many foods have chin i
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from what they were even tuo years ago, that a well-educaled, prudent consurer

probubly cannot idenlify the ingredicnls or assess the nutrient worlh of half the

products in loday's supermuket.

This stalling and incecisi. 35 on Lthe part of the NAS/HRC and ihe FDA

leave the food industry completely “. . ¢ Lo describe their pzoducté on television
cormereials in almost any fashion Lley see fil, fThis will continue 10 be true until
you, Mr. Chairman, ts¥e some action to corrcet it.

Mr. Chairmar, it is time that you acted on the z.ivertising of eneriy,
of sugars,of proteins, of super-fortified itenms, and in genceral on all edible ilems
e7vertisced Lo enildren. '

Perhaps I should pause hcre to staie that, vhile I am gencrxzlly critical
of the vey edibles ave sold in Lhis commtry, I cannot accepi all of the criticism
that is dirceted &l ihe food industiry by Lhose with a particular food Lius. Ve are
all food fzddists, Such is the indecision erxuded by the nuilrition professionzals ¢f
this country that faddism sometimeos coan undermine rationsl decision-n~king abeul
nutrition. 1t behooves the Federal Yrade Cortiission Lo recogniuc thei {here nay bz
faddisls within its oun raiks and Lo balance their ideas with other perspectives,
Then vhen outside feod faidisls or indvsiry erities raise spurious arguments or
dwell in the halls of minulia, the Federal Trade Commission will be able to sort
out ile wheal frem ihe chaff. There is a lol thal can be done to corroct food
adveriising, but we scxrve no good if we criticize indusiry from positions of ignorance
or undeclared bias. My own bias is thal I recognize ihe Juxwry nature of organic
foods,and hence I do believe in restoration, enrichment and modercte fortification of
foods as we move toward more and morc engincered food products in our food supply.

VOCARUILARY

I am a stickler when it comes Lo nutriticnal tewns. I fear ihe voeabulury

used £y nulritionisis is d-signed to cloud simple facts in complex vords und pheaszs.

While vec cannot expeel Lhe Federal YPrade Cowuissicn to re-design the vocabulary of
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the nutrition profession, ve can ask thal ihe Federal Trade Commission regulate the

usage of some terms vhich currently arc misused to deceive the consumer,

Calories are a casc in point. Calories arc a measure of heal or chergy.
Most foods have a calorie content, and some foods like sugar have almost exclusively
a calorie content, Sugar contains no vitamins, minerals or protein. Yet the term
energy is often used in current advertising us ithough it referred to ihe qualiiy of
nourishmeni to be oblzined from.a food.

.Prolein is anolher word loosely used in current practice. Some (‘.xccision
needs 10 te made on whelher the ad-makers should continue to promice "protein ilo
buiid siroag bodles” vicu in fact the available proiein in lhe product may not.
conlain =11 the necessary amino aucids. There are tests which can indicale ihe
worth of a grain or legunmc prolein, as a Maclion of egg or milk-derived protcins,

Somwe foods lend themsclves casily to a nulritional descriplion. OLhers cre.
more dAifficult. For somc foods, any nutritional m.ntion would be deceiving unless
it said simply that the item "has no food or nutritional value." Compzralive
claims vhich stress the relalive nutritive worih of & food item pose prowtlems ilo
this Commissien., In comparing the nutrient conlributioss of two or more foods,

a variation of 1 or 2% of ihe Minimum Daily Reguirement mzans nothing, bul a
variation of ) or 2 milligrams of a nulrienl can mcan a great deal. Again, ihc
Federal Tra‘e Cormission must soon decide what is to be the adveriising langauge For
those who wish to make nutritional claims. ‘

We al) rcalize ihat there is a disposilion within the advertising world
to varp adjectives. As an exomple, lct me guote an FDA speech on volwies and slack
.fill:l

", ..ve do have reservalions about {1he meaning of some of ithe terms we

find being uscd to dcscribe pachages. It appzavs that the teras "small,"
"medium”, and "large" have been supplanted by superlatives such as
"Pribe $ize," "Patio Size," "Gang Size," "Ketehup Lover's Size," "Coffec

Lover's Size,” and the old standby thal really intrigues vz, "Fun Si'/.c.‘_'
A prelininary analysis of use of the world "large" also disclosed that in

T “gpeech by John Gowmilla, Chief, Fair Puckaging and Labeling Branch3 Office of -
Compl iance, FuA, al o conference, University of Cal ifornia al Davis, Oclober 1735 1
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a given food group, it was used to deseribe packages weighing as littie
as 5 ounces, as much a: 42 ounces, with the followirg veights in between:
7, 8, 9, 10, 11, 12, 13, 15, 16, 18, and 20 ounces."

AN EXAMPLE

We arc now about to provide you with an example of the need for you

to provide guidelincs about the claims ihat can be made for a product.

Here is a bowi of a new cereal-like delight vhich could be put on the market.

Ve call it "Nutri-nos." One cup of this cereal-type producl provides the eater uith
no calories, no pfotein, no vitamins and no minerals., It is designed to fill you
up, but not out. It contains no nourishmeni, If this product vere advertbised-on
the radio, it would be in interstate comneree,  Vhat would you let the manufacturer
say aboul this product?

Is it a food? Is it a fun food? TIs it designed to e your day brighter?
Will serving it to your guests excite them, deligzht them, and make the parly a real

housevarming event? cCan it give one the feeling of cnergy wilhoul the

worries of getling fat? cCan one say it has & nourishing flavor, but no nourish

ing
ingredients? Perhaps you smile at tpc idea of foodless foods coming on the markel;
but fhey have been around for centuries. We call them such nuwes as “eoffee” and
"tea." This product would be the same thing, with bulk added,

The verbal restraints which you should put on adverlising this item wowld
become more complex if I told you thal there is a second version of this product which
contains some calories and a few nutrients. Can one claim tiley are bursting with
energy, packed with the very nutrients identified as necessary by the Natlional
Academy of Sciences?Can one say lhey will permii a child to run and Jump and lauzi
all day?C..a one say they are good after football games, or that they meet the
tecnage sparkie?

Today in the ready-to-ecat cereal world, the products range from cereals

that are calories and liitle else, such as Corn Flakes and Rice Krispies, lo

cereals thal ‘are calorie-connected vitamin pills,'such as Total and Special K.
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Vithcut FIC guidelines on edible advertising terminololy, the purveyors of

the least nulrition vill mask their foods vich added doses of fantasy and sugar,

The products end up sownding like Lhey have equal vorih...but they do not.

NUTRITIONAL BOOBYTRAPS
The Food 2nd Drug Administration is starting to lalk about the cfficacy
of foods., It is time the FIC tzlked about the most honest way to advertiise

this efficacy. Should a manufacturer adveriise only the nutrienls he adds to

the food product?  Shoull ‘he advertise the nalrients which are naturally prescnt

6,

in the food after processing PIUS {the oncs he aldds? Or should he only gidverstise the
nuirients which clinical tests show thet Lhe average consumer would aclually absord?

I am talking aboul lhree allernale ways Lo dercribe a food's nuiricut
worth. The FIC must cstablish vhich means most to Llhe person vho vieus ire
advertisement. A word of caulion is in order, hovever: if the standards for
advertising nutritional vorlh arc excessively stringent, food purveyors vwill turn tlo
fantasy to deliver their message; they will not r1un the risk of offcading a
nutrition dictalor. I belicve this would be a step backvard in 1emedying this
nation's nutritionzl illiteracy. FTC thus hos a delicate task Lo jorloit.

In a word, Mr. Chairman, the FTC must develop an in-“ousc nulriticn capacily
vwhich it trusts; it must fecl free to call upon a small number of mulrition advisors
(preferubly those vho italk witlh a minimuna nusber of cavcats anu coadiiional clauses.)
This must be done to give thc public a restored confidence in itheir food supply.

It must be done to give the food industry a fair chance to properly adveriise the

.best attribules of its producls. %“he mirilional guidelincs of ilhe Food and Druj

Adninistration are grossly overdue. I suggest that, if the Fcdesal irade Comnission
musil awail FDA decisions (and I hope nol), the Federal ‘irade Commission annowice
interim gaidelines for the wording of food claims for producls of different

nulritive vorth., Canada, and several other nations, arc far aheud of the Uda on

this score.
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INTERNATIONAL IMPLICATIONS

I would 1like Lo interject something here from a recent conference at MIT.
It is well knowﬁ that the agricultural policics of the United States influence
agriculture around the vorld. It is less well rccognized that the food adverlising
policies within the United States also aifcct nations throughout the world. Two
camnittees have been meeting in the last year on an international basis Lo try to
bring crder to world zivertising of food. The comnitices includs indusircy
representatives, as well as nedical and nutritionzl professionals. Thesc people
scek to minimize the danage done by advertising the wrong foods for ihe uvrong Farpoesc
to the wroag people, leol me give you an exasple. Is it ethical to give stalus and
publicity to an ertificial infant millk in a developing African nzlioa viwen Lhe
purchase of smmae vill ulliralely louwer ihe nutrient intalie of the dis 1y poos
family? Should such a nation bun Tood advertising or should il expect educalionel
fooG messages from e food aavertisiyg, sponsur Lo Larpet the product £0icly Lo Ll
grouvp thal can afford it bvoth financially and nutritionally? These geatlemon vwill
meet again in the coming nonths, and Lhey are well avare that ihe food adveriising
poliéies you sel here, Mr, Cﬁairman will help or hinde? food advertising arcund

1he world., For many a producl of dubious nutritional worth, ihe example of ihe

developing nations applies equally well to ithe poor of the Unit=d States,

THE VULNERABI¥ CONSUMER
When it comes to adveriising foods and beverages to children, we musi recognize
that the inheritcd food wisdom which today's edult received from Mother and Grandmolher
is no longer sulficienl for today's child. The generation gap is novhere so evident

es in the kitchen. A moderate TV-uwalching child vieus over 5000 commcrcials for

edibles every year. You have only ilo talk to the mothers in the supermarket aisles’

to learn how effcctive is Lhe sponsor's persuasion of their children. Children's
advertising makes mockery of your previous witnesses' itestimony that their messazes

cannot creatc a want.
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At leasl 8 of the hcavily-advertised children's breakfast rercals

have suger as ilheir prinary ingredient, and ninc cut of ten adveriiscmenis of
edibles to childrcn stress sugar, sweeiness or "sparkle", 1a its repeated her_-odir
on a single theme, the sugar campaign resembles the nov-outlaved cigarctie canpnipgn.
It vas not the individuel cigarette ad ihat threaten-d the nation's health; it was
their corbined impact. Dr. Jean iayer believes Lhal our knovledae of suzar's deleier:
impacl upon the body is aboul as far advanecd nos as vas our knoi:ledze of fals in
latlc
the/Tiftics. Suzar and sucrose are very bad for a youngster's teeth., The terrille
state of our nation's dentzl heellh is indicated by the fact that, for every 1C0
Army inductecs, lhere are 105 tcelh to be pulled and 600 cavities to be filled.
The conslent alivocacy of suzar to those in the aée grcup of 2-12 years cannol L2l
but undermine the cauticn., ol any prreni and cannob help but incwlezic in the cLild
an urge to swccten almost every fcod he cats. There arc some signs thal Weslers
man's high sugar intakc is crealing a larger group of us who revcal a vulnerw irity
to diabetes. I hold that ihis Cosrission must act on the mass adverbising of
edible products, as well as on the individual ads, and suger adveriising chouvld he:d
thé list,
A CODE ON ADVERTISING EDIBLES
I drav yowr allention to a Code for Adverilising Edibles to Children
vhich the Council on Children, ledia and Herchandising redrafted after submitiing
it in 1971 to a large number ¢f food compunies, advertising agencies and broadcaster:.
Vhile some of the respondents to our Jeltcr did not favor any form of moderation,
the number ithat did comment with sincecrity leads us to believe that the Federdd
Trade Commission might do well to make the developnment of such a Code one of the

first tasks of its (suggested) Children's Merchandising Division. A children's codc

might cover all adverlising to those under 16.
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COILulil'S Or' EARLILR INDUSTRY WINif<SSkS

The testimony previously given this Commission invites rebuttal and, on
occasion, ridiculz. 7To save space T have malched secmingly conflieling slalements
by industry wiinesses in Anuendix C.

Several statermenls need refulalion here und now.Dr. Seymour Banks of ihe
Leo Burnett Company tesilified before you on the re2lly mincr impact which advertising
to children has. 1In one part of his presentalion, he cast aspersions on the parcail's
influence on his child by sayirg, "Vhy are parents being ineffeclive in this crucial
area?” I Lold thai since 1915 television has become @n additionzl parent in the home,

K

In homes vhere the elevicion is Lhe sceer

-

Ps)

parent, il is of particuler infliuence,
since it often plzy: the role of bebysilier, 1n fanilies where Lwo real parents
are present, lelevision £till represerts the cguivalent of & szlesmun being permiticed

to core throuzli thz door Lui.ly Lirce per hoary, half ihe tine with suects in hand.

The argumant was pul very elcearly by Dr. John Condry of Cornell Univeresily on
November 8:

"In the long ran, the protblem of rcering children to be respensitile cannot
be helped by these manipulations [in advertising]. Pacouts, alrcady
overburdsned in tesus of a lessening of other responsible influences in the
child's life, are forccd Lo counlersct the effect of dishonest and
manipulative ads and to watch their children grow increasingly nalerialistic
in the face of a massive bowbardimenl of commercial messages lelling Lhen
that they 'nced' Lhings that are, in fact, unnccessary and thal cerlain
things are good for them wvhich are, in fact, not good at all, given the
range of possibilities,"

It has been fairly well documented in testimony before this Comaission

and in Norman S. Morris' book Television's Child that children watch a greal deal of
evening television. If a child watches television with his parcuts, he may rec;ive
some' benefit from their skepticism about commcrcial messeges, A nunber of studies can
be cited, houvever, which reveal that poverly-stricken children watch television
unattended. Mone of this excuses many of the advertisements aimed exclusively at
children--ads intended io be interprecied by the child himself. Dr. Scymour Bunks
cites Profcssor William D. Wells' slulcment that "most children do not aclually

belicve Lhzt monsters exist or that a candy bar vill muke a child strong enough

ERIC - X
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to conquer un adult..." Yel in the same statement Dr. Banks reporied the finding

of a major advertising ageney that "...the child from 5 to § years is kecenly interectied
in things vhich might physicezlly enhzuce his self-coucept in relabion 1o his
environment: le vants to grow taller, and to'acquire big things, Lo go {asl and

to be stronz." I do not understand how Dr. Banks can reconcile such conflicts,

which appezr rezularly throughoul his papzr.

Dr. Banks furincer slaled Lhzl "We do not altaupt Lo aller [children's
needs and desives) through advertising bul, rather, we aller adveriisirg Lo bve
compatible with the existing child ettitudes.” Mr. Chairman, on the morning
of Saturday, October 3, 1971, the netuoris carried the following advertisements
between 9:30 a.m. and 11:30 a.m.: (See Appoadix H)

£PC CBS NEC
Edibles advertiscd 25 13 18

Pills advertised 0 6 0

Toys adverticed 23 18
TOTAL BT T 36

These figures do nol include local spot ads. In one how on that particular

morning, ABC carried four advertisements for Kellogz's Sugar Frosted Flales.

In one hour CBS carried threce adveriisements for Mattell's Hot VWheels. 1In 70 minutlcs
ABC carried four adveriisements for Hasbro's GI Joe Adventure Scts. © A)l six

of the vitanin pill ads werc shown on CBS belueen 9:09 a.m. and 10:03 a.nm.

In & two hour period ABC carried five advertiscments for Hasbro's Love Teenage Doil.
("Love and her friends are all pari of the world of love--sold separalely!) I camiol

reconcile this massive brainwvashing cempaign with Dr. Banks' stalement.
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In discussing research on-child development, Dr. Banlis stales ihzt
Dr. Vells ",..found children were exlremely interested by all possible inforaation
about the product, its preparation and use presented pictorially (not verbally)
and by scenes that showed it meeting onc or morc of their needs." Il is
precisely this esgerness Lo learn wh%ch invites more solid nutritionel infornation
from those who advertise foods, particularly to children. Il can be done.
Here, for instance, is a film of a commercia). developed by the DuPont Company
about the benefits of soybeans.

(Show film)
VARIATIONS OF CONTAIlY POLICY

In early Oclober, noting the dominant adveriisers of edibles on
children's progrzns, we wrote to the mmjor food corpany sponsors. The letter is
included in Appendix D. Ve presumed thel after all the nutritional siir ol vais
past year the major food companies would have developed policies for the formation,
meréhandising and advertising of théir food products. We further presumed thai they
would be sufficiently proud of any such docunrent to sﬁare il vith the public. The
Quaker Oats Company replied instantly with their well-thought-out policy staterent.
General Mills and Pillsbury did likeuise. Kellogg indicated that it had litlle

confidence in a piece of paper but held that "we belicve that dedication to a principlc

rather Lhan a document permits the flexibility nccessary to meet changing conswier

needs and desires." (This is a laudablc policy, but their principles are hard to
reconcile with their ads. Corn Flakes and Rice Krispies are among the lcast
nutritional of their products, but you would never know it from the ads.)

Hershey and Borden both submitted letters describing their policies. Keebller
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admitted to having no written policy relating specifi 11y tc chiidren, and M & M/Hzr;

rather curtly suggested that we gather our information from the trade association
comments at these hearings.

It is interesting to note, hovever, that General Foods--the nation's
largest food advertiser--replied ithat "our policies are internal documents intended
for the guidance of our organization and are not available to the public."

It seems to this observer %hat the Federal Tradec Cormission, interested
as it is in the documentaiion of claims in other.fields, might be well advised to
seek frcm every advertiser of edibles to children, documentalion of the nuiritional
worth of their product, documentation of any nutritional claims they ma¥e, and a
statement of each company's policy relating {o mer;handising to children, including
the formulation, rercnandising and advertising ol its productis.

THE FREE ENIERPRISE MARKEIPLACE

Whenever the industries fear that some regulation is about to be
proposed, they seem to respond in chorus that the free enterprise system i« being
threatened.

Mr. Achenbaum of the J. Walter Thompson Cmnéany (sce Appzndix E for a
listing of ad agencies and the food accounts they handle) stated: "If you give
consumers the impression that advertisers are in some wvay manipulating them, if you
help to fan the myth that advertising is mesmerizing and seducing the buying public,
You shall have gone a long way toward impairing the effectiveness of a free,
competitive marketplace," (emphasis added) I have never felt that any aspect of
American life was truly free if it could onl& be exercised by the rich and the
powerful. The poor and the ignorant have a right to demand freedom from coercion,
freedom from misinformation and freedom from intense pressure on their children to
squagder the family's hard-earned dollars. These are freedoms which are just as
important as the freedom of the AAAA's to huckster their goods to the nation's children.

Mr. Don Kendall of the Pepsi éola Company exhibited some of Lhis same

righteous indignalion in his statement of Oclober 20, according to Advertisingz Aze.

Cu ks an - . . N Y © e e s v e PO - C 4t s den e en .-y
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He questioned the motives of his crities. This gentleman is Chairman of the Grocery
Manufacturers of America, a group that has a very modest track record as we scek
to alleviate hunger and malnutrition among the nation's iocor. It is time that both
Dr. Achenbaum and Mr. Kendall perceived that a great desl of competition has already
gone out of ihe free enterprise .marketplace. Such competition as still exists is
not for lower prices or for better goods, but for more effective advertising.
Many ad men, incapable any longer of judging the ‘gradations between puffery and lying,
now compete with each other in "kindling latent or dormant or previously unperceived
desires" iy singing the praises of a product in a way that tells the consumer
nothing of its real worth.

Mr, Kendall went on to say that "...in my experience, no amount of advertising
can force any large number of people to buy ihings they don't want." My response
is that advertising makes people want somelhing once they have perceivcd that it is
waiting somewhere on a shelf for them. Only through advertising could a child
discover that there is a General Mills product-to ecat called Count Chocula or
Frankenberry. Only through advertising could a child get the urge to eat a ghoul.

THE ADVERTISERS' SELF DECEIT

It night interest this Commission to know of a confidential "Special Report"
from Peter W. Allport, ANA President, to those agencies worried over ihese FIC
hearings. - In a statement dated September 10, 1671, he stated that the ANA/AAAA
testimony before the FTC would émong other things:

" Refute the charges against advertising which we can anticipate will be
made. Among these are contentions that:

a. Advertising molds or forms sociely's values and outlooks.
...In truth, advertising follows [those values and outlooks. )

b. Advertising makes pcople buy producis which they don't want or
need...Advertising may have ilhe capability of suggesting ihat
something new be tried, but it can never force or induce re-purchase
of unwanted products..."

Does the public really demand that there be more than 60 ready-to-cat

dry cercals? And does advertising inevitably follow this demand, if il exists?

Does the constant changing of cereal toy premiums stem from public demand for

1 see Appendix ¥ for full letter supplied through courtesy of Consumer's Neuslelier.
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plastic toys in their children's cereals? Does a company advertise its product
four times an hour to kindle previously unperceived desires in the viewers?

Mr. Allport's letter, and much that has becn said with such apparent

sincerity by the ANA/AAAA members is balderdash! These men have established &

set of commaniments to juslify their seduction of children and adults alike.
Referring to the formation of a National Advertising Review Board, I suggesic.
Chairman of General Foods, the nation's second largest advertiser,
to Tex Cook/this spring that adveriising men, afloat in a world of puffery, have los%
the ability to judge when they are lying. His response to me was: "I fear you
are correct."

Advertisers and food company sponsors have swallowed whole the shibboleth
that you can't sell nutrition. Madison Avenue believes this because it has not wvantzd
to study nutritiocn. Sponsors believe this because of half hearied atiempts and
resultant failures in past years. The country is intercsled in nuitrition today.
Educators and parehts cannot stand up against the onslaugﬁt of misiniormation
provided by TV commercials; public service spots will not suffice. Fod>d adverlising
has to become factual and educational. Herc is an examplc of an ad displayed on
local DC Transit buses, whicg is’ attempting Lo educate the bus-riding public. (Exhibiil)
The DuPont ad which I showed earlier was an abtempt to educate the public. Why
can't the AAAA/ANA brains establish a contest for the ten besl nutritional ads to
be produced by July of 19727 1f the prize is big enough, the co yariters will
respond.

_REFORMS

There are a number of actions which ihe FIC can take to correct present
practices which are unfair to children. We have alrcady mentioned ihe need for
a Children's Merchandising Division within the FTC, the need for a Code for Advertirsin,
Edibles, the need for substantiated statements of nutritional worth for every cdible

advertised, the need for building FIC's nutritional compelence, and ithe need for

affirmative company declarations of policy on manufacturing, merchandising and
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'advertlsing to children. .

The Federal Trade Comnission can innovate and perhaps thereby upgrade
children's television. Advertisecments to children might.well be marked or framod
to identify them to children as soﬁething very different from program malerial
or documenlary reportiing. The frame mightrblink "advertisement™ as the commercial
is being shown. The commercial further might be identificd by a coded signature
in the lower righl corner of {he picture. The code would reveal the name of the
agency which devgloped the ad and would be a public document, Thus agencies
which are proud of their messages could be applauded for their work by anyone
interested enough to obtain a copy of the code.

In the world of edibles, product menagers represent the focal point of
corporate responsibility. The new Internal Revenue Code holds foundalion officers
personally respsasible for their grantmaking errors. I ask the FIC to seccl: the pouer
to hold product managers personally responsible for a product's  quulily,
merchandising and ;dvcrtising. (e have reccived from Pillsbury a very excelient

brand manager -
statementi which outliney responsibilities vithin their company for product

quality and advertising. Surely such a document could be provided by cach advertiser. )

In the world of child motivation studies, the overwheiming reposilory
of factual materials is in industry's files. Even such institutions as NIMH have
barely scratched the surfacc of children's ielevision analysis. Professor Scott
Ward's testimony will bear this out.

Dr. Burleigh Gardncr of Social Research, Inc., thoroughly expericnced in
advising corporations on how to meke their advertising more effective, strongly
believes that business must think more broadly about social responsibility and act
accordingly. He is worried over ihe dearth of information on how iclevision
affects children. Mle sees no problem in asking corporations whose advertisements
are'based on motivalional research Lo share the results of that research after a

gelf-ulilization period has passed. In a sense, the searching out of {1his corporule

information'is as justifiable as the searching out of factual suppori for an
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advertising claim, ror it will give the pareni an understanding of "how" as well

as "what" his child is being told. Your wilness Mr. Achenbaum said on Ocilober 28 ti.t
consuniers’' freely supply information to those adveriisers who seek it. There is nct

underhanded or hidden in the process." Mr. Achenbaum, ue consurers nsk the sume
expression of cooperalion from agencies and sponsors who now withhcld informalion
from the public on hou they molivate the child to buy, buy, buy.

An additlional point can be made on research behind food products. Sowme
data is protected as a "trade secrct" long after any {rade advantage has evuporaticd.
Other research relates to the public's well being and, positive or negalive, should
become part of medical lore even while research is continaing. General Foods,

Kelloze and others heve exterded files on the cariogenic (cavily-producing) effects
of their producls. They have been experineniing with variations of tri-sodiun
phosphate and otlher additives in ihe mid-vest for over 5 years. Thesc tesis rcveal
the cavity-producing potential of such drinks as Tang 2nd Kool-£id, and such
cereals as Sugar Frosted Flakes, This inforwation should come into il public
domain, especially since these producis ere advertised nationally. According
to Dr, A. E. Nizel of the Tufts pcntal Center, cavities caused by sugar are America's
"most prevalent form of malnhtrition."

CONCLUSIONS

Today in American commerce there is an ever greater temptatlion to sell
to and through children, Xids can be programmed to repeat messages to their
pu}se-holding parents; sometimes the message becomes more persuasive through the
family tie. Dr. Ernest Dichter of the Tnstitute for Motivational Research lold me tin:
he persuaded General Mills to have a "kid come on the (Wheaties)ad first and say
*1ook at this performance chart!' ...Having kids lead into ads is more pcrsuasive.”
Advertisers now are not using child actors to say their spiel; they are using the
children of this country Lo persuade parcnis, Blacking out the TV set, the comic tou™.

the radio and Lhe breakfast-table billboard is not the answer, for a child is also

influenced by wvhat ads his peers have seen and read and heard.




THE ELEVENTH COMMANDIENT

.

Today's commercial is too seldom seen by those in the professions; viewing

and correnting upon such irash seems to be beneath their dignily. Ve have left
the describing of food to copywriters and lawyers; their ignorance in the ficid
of nutrition may even exceed that of the general public. Thus it falls to

laymen to cry out "Stop! Stop offending my childl"

.

The advertisers' mad pursuit of your child and mine, particularly
on television, brought FCC Commissioner Nicholas Jdohnson to compare thal rmediun
with the child molester {that offers candy and sweets to the unsuspecting. He

is not far wrong, Mr, Chairman. You and this Conmission can take ithe lead, dbring

the FCC and the FDA into the effort, and tightly rectrain {ihis country's merchants

from coveting our children's purse,




MARKETING

Ideal’s significant growth in sales volume for
fiscal 1971 resulted from a greater number of
products avaiiable to consumers through sub-
stantially more retail outlets and supported by
a record number of selling messages through
television.

A record communications budget planned for
1971 will employ network and local spot tele-
vision advertising to reach child:en and their
parents with our product messages. Because
our distribution system now is{ruly national,
we are able to take full advantage of the impact
and econornic benefits of network advertising.
To gain maximum effectiveness from this ambi-
tious program, Ideal has created a highly
sophisticated system — Cusiomer Area Media
Planning — which combines computer technol-
ogy and skillsof our experienced mmedia mana-
gers to produce tie most inotivating media
pattern for each cusiomer’s area.

Through more extensive use of evening tele-
vision program adverlising, our populai fomily
games and nevs adult games will gain
increased exposure in the responsive adult
market. The development of this advertising
technique will complement and reinforce
sales efforts for our children’s products.

ldeal continues to increase the variety of pro-
ductive, high-visibility consumer promotions
which stimulate retail store traffic during the
once slow January to June period.

PRODUCTS

In 1970, the toy industry registered a sales gain
for the twelfth consecutive year, reaching a
record volume of $2.26 billion at the manufac-
turers level — more than $3 billion in retail
sales. For the tvelve year period the compound
annual growth rate exceeded 10 per cent.

Ideal continues to grow at a rate well in excess
of the industiy average and this year we are
marketing a highly innovative line to follow
1970's succesces.

APPENDIX A

IDEAL TOY CO,....)J971 ANIUAL
REPORT
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Hasbro Toy' Division

The Toy Division, the largest single
component of Hasbro Industries,
Inc., has over the last several ycars
undergone some sweeping changes
in management and product lines
These changes were brought about
as a result of the substantial growth
that the company enjoyed in the mid
sixties and, further, as a result of the
problems and challenges spurred by
that growth. In the 1969 annual repoit
much of the discussion about the
Division concentrated on the man-
agement team. There has been st
further and significant strengthening
of that group to provide for balance
and depth in day-to-day operations
and long term planning As we told

Romper Room Enierp

Romper Room E)roudly beginga its ninetcenth tele-
vision season with exciting plans forA1971 These
plans, which are the result of extensive research
conducted during 1970, call for imp-ortant new seg—;-I
ments in the wvital preschool arces of perceplue
motor development and visual perception In def}
veloping these scgments, the Romper Room sta

worked diligently with such teghly regarded orga.nl-
zations as the President’s Council on Physical Fit-
ness and Sports and the Kennerly Institute, a branch

of Johns Hopkins Hospital

During 1970 the Romper Roo!n telcviston s’how was
viewed daily by nullions of preschoolers and ther
parents in over one hundred Amcrican cities anc:]m
forty-one frreign citics In each city a local Eeac e(ri
and six local childien appear on the program aln
participate In activilics outhined n 1 lesson plan
developed tv the Romper Room staff.

In 1970 th. Amcrican Dentat Associationdcite’ci
Romper Rcom for its work in the aica of ' fzm.,
health The National Tuberculosis and Hosplrato_r?/
Diseascs Association presenicd .Romper'P.oom fwnth\
an awara for outstanding partlmpa'hon in t‘hc’:. ight
against tuberculosis and other respiratory dis2ases.

After eiglhtecen yeats the Romper Room sta'ff afr;d'
its advisors from Hood College continuc to strive k i
higher goals fiomper Room behicves that our yo;ng(]i
children are America’s greatest rcsounc;)c (t '
Romper Room will continue to do |t? very ‘(;1S'\"|d
prepare these childien for the school years ahdat.

iscs, Inc.

our management story in last year's
report, this year we feel it is im-
portant to cover in great depth the
product lines of the Division. The
toy business is, tn many respects, a
new-product business and, there-
foie, you, the stockholders, should
be kept well abreast of our efforts
in this area. The Hasbro Toy Division,
even as’it grew in the late fifties and
throughout the sixties, did not enter
into many of the largest categories
of toy sales, such as, preschool toys,
dolls and non-riding transportation
vehices. Over the past several years
we have conducted in-depth studies
of all these categories, and starting

arked the entree of R
o the preschool end dzy care nl\-
dustry. Thzfell openrgs of throe priot tarts i Bhede
lsland were met with enthusiasm from parents, edu-
cators, and national news media

The year 1970 m
Schools, Inc nt

APFERDIX B
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in 1970, with the introduction o. e
Romper Room preschool product
line, we began our assault or *hese
large and attractive segme., o the
business. A discussion of our mayor
categories ensues, beginming vath
the Romper Room story and u recap
of our G | Joe product story, and
then continuing with an analysis of
three new markets that we have
entered in 1971,

Romper Room Toys

The preschool category is the most
coveted of all toy- categories I is
large and growing lairger

Rompet Roorii Schiools

,er Room

The East Providence School provided the scthng
fror which 2 special £LBC news report on nur?m,"
school and day Caie centers v totecest Ronv;,lo
Room Schools have also b-en writen about A,
McCail's and Busincss Week in feature artictos

about this new and burgeoning industry

i W o exp2rient e
hahted to observe the new. excnng €7 !
o}jfered to hundreds of Rhode lsland pre-schookrls
attending Romper Room Schools in safe, comfort-
able surroundings

testing before |

Romper Room Scheols’ comnbination of ‘umquo,
functional buildings end the phisscphy of C;:»c"n
Education admiustered by dedicited statis hewe‘
attracted the attention of teachers and mc~mbf-:i c?
both publhic and private sgencies in the educe |le
field throughout the nation They have been Ge-

-~

in order to provide the Rhodle Istand Schoo! slt:“.’f|
amp'e time to fully polish the surdry operaliond on
educational aspects of Romper Room Scho?! &Cll.ql-
ties, Management has deciricd to tempora l|‘)i( su':-
pecnd expansion plans for Roumper Room Sc¢ 100111._
inc This approach s in me vath the parcnt‘ci.'.‘;
pany's demand for coroful research, analysis and
aunching a broad scale expanson

program for products or services
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REBUTTAL

The Federal Trade Commission has heard many witnesses give Llhe agency and
industry perspective of what constitutes advertising. Many comments invite
correction; when judged from Lhe perspective of children's advertising, several

comments’ are simply not true.

EXAMPL.E: "Adverlising canrot sustain interest in a product that the consurner
doesn't want."

Preston Townley, Marketing Direclor of
Family Cereals, General Mills, Oclober 29, 1971

COMAENT: Then why insert a premium in a food package and urge children Lo
collect a full sel of Lhe premium-cards or toys or whatever?

x* % *

EXAMPLE: "In 1937 the Nationa) Association of Broadcasters pronvlgatied &n adverlising
code for radio, and in 1952 for lclevision; and bolh codes rave been
actively enforced since then.”

lece Loevinger, Esq., October 23, 1Y7!

COMMENT: "Let me quote Stockton Helffrich, Director of the Code Authnrily,
National Association of Broadcasters, under questioning by T. J. 0din,
Counscl of the llouse Select Comaiillee on Small Busincss, Auzust 6, 1v71:
"0din: That wvas the last time any slation vas disaffiliaicd?
Helffrich: Correct.
Odin: And thal was in the early 1950's?

Helffrich: No. Il dates back even {further than that. I think it was
in the late 50's.

0din: So in the last dccade iherce hasn't been any stalion disafiilisnled by
positive acl of your codc?

Helffrich: That is correct.”

*x % X

EXAMPLE: "...advertising has nol end cannot invent a huwman want. Adverlising cen and
does cultivate or kindle laleni or dormant or previously wiperceived desives
for certain products. Thus ji cannot add Lo or subiract from thc human
senses or iLhe characteristics placcd in us by God and Nature."

Don Kendall, Chairman of Pepsico, October 20,1y

COMJENL; "Children's spontaneous atlitudes Losard comercials are different from
the eslablishcd beliefs of ithe adults. They arc more open-nindcd, mose
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attracted to them. In fact, small children often have as much interest and warmlh

for the ccmmercial as for the show. They are quickly stimulated to want a product
by ils use by a loved hero or characler."

EXAMPLE:

]

COMZIT":

b

EXAMPLE:

COMMENT

EXAMPLE:

Dr. Seymour Banks, Leo Burnett Company, Inc.
October 1971

* % A

"It is the consumer, not the advertiser, who defines what is necessary
and what is not."
Elisha Gray, II, Chairman of the Board,
Council of Better Business Burcaus, Cctober 28, 1t
AND
"Children and consumers are not subjeclt to unfair and deceptive manipulation
by advertisers.,"
Barton Cumrings, Co-Chairman of the '}‘
AAAA-ARA Comaittee, October 28, 1971

I quote Dr., Bruce Morrison, Psychology Professor at }3ami University:
"...the balance of experimental results reviciued and reported in 2 paver
by Robert E. Zajonc (1963) was in favor of the hypolhesis that mere
repeated exposure of an individual to a stimulus object enhances his
attitude towards that object." .

In this »252rd, T point 1o 4he faet Lthat, unlike mozt eult advoriizir

o

mmmy'%ommercials aimed at children are repeated ihree and four timer in

a single morning.

* ¥ A
L2

out tha%iqdvertising and brand confidence
alone are not enough.‘,~gp guality must be in the product. It must
deliver on its promise to the consumer or she will not meke that
all-important repeat purchase, But vithout advertising she wouldn't ¥noyg
about it in the first place. And without repeal purchases, products and
businesses wither and die."

C. W. Cock, Chairman, General Foods Corporabion
October 20, 1971

"...let me be quick toy

"...some of the product qualities desired are not ingredients or
functional benefits. So called emotional benefits play a role in what
people get oul of a product...To prevent the sale of producis vhich do noi
satisfy these emotional desires is {0 deny people the right of free choice."
Alvin A, Achenbaum, October 28,1971
J. Walter Thompson Company

* %X X

"We do not attempt to alter [children's needs and desires] through
advertising but, rather, we alter advertising to be compatlible with the
exisiing child atiitudes."

Dr, S!,mour Banks, Leo Burneti Company, Inc.
October 1971
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AYTULA L
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"While advertising affects their altitudes, it hardly mesmerizes them...Pecople
are nol relying solely on what they hear or see...If people arc going Lo be
influenced, information must be placed in a persuasive context,"
Alvin A. Achenbaum, J. Walter Thompson Company
October 28, 1971

Let me cite the way the Bordon Company placed "information" in a
persuasive context earlier this year in a 1V ad:

"What do ya want

When ya gotta eat sump'in
And it's gotta be sweet
And it's golta be a lot
And ya gotta have il now?
Lip-smacking, whip-cracking,
Patty-wacking,
Inky-nacking,
Zalaba-wacking,
Sculaba-zacking,
Cracker-jacking,

Cracker Jack!"

x X *

"Close scrutiny of the marketing process shous that consumers are not pzisive
participants in their purchasing behavior. fThey are active, knowvledgeable,
cxperienced buyers--particularly for those producls which arc most likely
to be advertised nationally. They seck information given in a persuasive
context and they freely supply information to those advertisers who sech it.
There is nothing underhanded or hidden in the process.”

: Alvin Achenbaum, J. Walter Thompson Corpany,

October 28, 1971

AND

Fugene Case of Case & Krone, New York, slated on November 4, 1971, that
puffery is harmless because it is recognized as such by the vast majority.
e said ithat the overall impacl of a commercial is more imporiant than
the validity of its independent elecments. )

"Phe test of reality applied by children to programs and commerciale
is theirs, and not the adults'."
* Dr. Seymour Banks, lLeo Burnctt Company, Inc.
October 1971

AND

"mo assume an ad is comprehended the way ve intend it to be is naive
to the extreme.,"
Dr. James Engel, Profcssor of Markeling,
Ohio Stale University, Octoler 29, 1971
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CounciL ON CHILDREN, MEDIA-AND MERCHANDISING

1346 Connccticut Avenue, Washington, D. C. 20036
Telephone: 202/466-2584

Members.
Mrs Janie Bayd
Mrs Pegyey Chorren
Octob 8 1 71 . :‘lu' gon:el) MDD
] 8 Shurley Gomble

ctober O, 19 Mrs Mildred T fTrey
Norge Jerom.. Fn 1)
Ennigue Hari lop, I D
Leo Lutwdk M D, rh D
Jubwis Richmend, M D
James S Terner, J D
Robert B Choate, Chmn

Mr. C. ¥W. Cook

Chairman

General Foods Corporation
250 North Street

White Plains, N.Y. 10605

Dear Mr. Cook:

As you knov, the Federal Trade Comission is undertelid ng hearings this fall
on modern adverlising practices. The hearings will inciude "in-deplh
examination of children and advertising.”

After the uproar of last July, I would presume that the major food companics
which advertise iheir products to children would have formulated a policy to
guide product managers in the development, merchandising, advertising and .
distribution of their products. I wouwld preswnse thal such a statement would be
a matter of company pride and would be a public document.

If these presunptions are correct, I would like to rcquest a copy of your
comdrany's statemgft<Qi’ manufacturing, merchandising and adveriising policies
ac chey relate t0 chMdren. 4

May I hear from you on this?

Sincerely,

.

Robert B. Choale
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FIVTY LARGLST FOOD COMPANIES BASED ON 1969 ADVERTISING EXPENDITURES

1, GENERAL FOODS
Benton & Bowles, Irnc., (New York)
McCann=-Zricltson (New York)
Grey Adwv,, Inc., (New York)
Ogilvy & Mether, Inc, (New York)
Young & Rubicam, Irc, (New York)

2, GENERAL MILLS
AeeJLan, arpnx, & teers, Inz, (Chicago)
Caacer=-: ! ~n.xple Inc, (Yew York)
van:er- cmple, Inc, (Celifornia)
Camp Uel‘ o, I“P. {‘linneapolis)
fnox ?euv- dvertising, Inc, (Minneapolir)

3. KRaFTCO
N.L. aver & 3o, lic, (New York)
J, dalter T-\‘p:o' Co, (Chicsgo)
10‘r’, Couc, % BetAding, Izc. (Chireizo)
Moedhao, Darvper o Jteere, Ine, ’Chic:a._;o',-
niinss~ Z, Froach, Iec, (Chicase
adchard b, Nenzff, lne. (New xmrk,
suche:n a v, Iar, (M9 York)
Blics Sruencatd Ire, (New York)
siuen & owean, Ioc, (Menphis)

{ELLOGG
Leo Burnett Co,, Inc, (Chicago)

CAMPBELL &0UP
Batten, Barron, Durscine & Csbornm, Iric. (New York)
Leo Burrett LJ.,Inr. (Chicayw)
Ugilvy & Mather, Inc, (New York)
Needlam, Harper & Steers, Inc, (Chicago)
Needham, Harper & Stcers, Inc, (New York)

CARNATION
Erwin Wasey, Inc. {Los Angeles)

VARNTR=LAMBTRT, AMERICAN CHIC.LY DIV,
Ted Bates & Co,,Inc. (New York)

QUAKER OLTS
Adeorn, Inc, (Chicapo)
J. talter Thompson CC, (Cricago)
GClenn Adv, l.ae, (Dallas)
NDovle Dane Bernbach Tnc. (New York)
Canws's 1) =Miibhun, Inc. (Chicago)

ERI
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9. WM. WRIGLEY -
Arthur Meyerhoff Assoc,, Inc. (Chicago)
Clinton E, Frank Inc, (Chicago)

10, PEOCTO: & GANBLE, food/ FOLGER COFFEE
Cunningham & Walsh, Inc, (New York)

11, STANDARD BPANDS
J. Yalter Thompsoa Co, (New York)
Ted Bates & Company, Inc. (Vew York)
L.W, Rarsey’, Company (Davenport, Iowa) )
liarketing & Advertising Associates (Philadelphia)

-
(A%

CLNLRAL HOST, ARMOUR~DIAL, ARMCUR/misc.
Foote, Cone & Relding, Inc, (Chicago)
Young & Kubicam, Inc., (Chicago)

North Advertisirng Inc, (Chicago)

13, PILLLEUKY .
Led Burnett CO,,Tuc, (chicapo)
batten, barten, Durstine & Osborn (New York)

T4, RALSTON PUHINA °
Cuniiinghan & Walsh (New York)
D'Arcy Advertising (St. Louis, Mo.)
Wwells, Rich, Green, Inc. (New York)

15. NESTLE .
Leo Burnett Co,, Inc, (Chicago)
Case & Krone Inc, (New York)
‘ Wilson, Haight & Weleh, Inc, (Greenwich, Conn,)

16, ITT CONTINENTAL BAKING
Ted Bates & Company, Inv. (New York)
Grey Advertising ( New York)

17. BORDEN
Crey Advertising (New York)
Lilienfeld & Co. (Chicago)

18, CPC 1INTERNATIONAL, BLST FOODS D1V, Cltmsan o A,

Dancer-v¥itzgerald-Sample, Inc, (New York) .
6.’.‘. 4 4? Y Y g( I 3 Yen P) ’ /'*" LLP7PR

19, NATIONAL BISCUIT
McCann-Erickson, Inc, (New York)
Buchen Advertising Inc, (New York)
Ted Bates & Co,,Inc, (New York)
Wm, Esty Co, Inc, (new York)
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NORTON SIMON, HUNT-WESSON FOODS

Young & Rubicam, Inc. (Los Angeles)

Wm, Esty Co,, Inc., (New Yoik)

Stern, Walters & Simmons, Inc, (Chicago)
Carson/Poberts/Inc. (Los Angeles)

T.J. LIPTON

Young & Rubicam, Inc., (New York)

Spiro & Walpert Assoc, (Philadelphia)

SSC&B Inc, (New York)

Edward H, Weiss & Co., (Chicago)

rtev. pot (Moo Yepk)
H,J, REINZ

Doyle Dane Bernbach Inc, (New York)
Ketcham, MacLeod & Groves, Inc. (Pittsburg)

PEPSICO, FRITO-LAY DIV,

Tracy-Locke Co., Inc, (Dallas)

Young & Rubicam Inc. (New York)
Foote, Cone & Belding Inc. (New York)
Lee & Associates (lLos Angcles)

AMERICAN HOME TFOODS
Yorng & Rublicam {iew York)
Cunningham & Walsh (New York)

BEATRICE FOOD3

Post, Keyes, Gardner, Inc., (Chicago)

I1/Mac Inc. (Chicago)

Feldman & Norton Inc., (Chicago)

The Harpham Co. (Chicago)

Glenn Adv, Inc, (Dallas)

Daily & Assoc., (Los Angeles)

The Zlowe Co, (New York)

Varon Adv, (Michigan)

MacManus, John, & Adams, Inc, (Chicago)
Cummings, Brand, McPherson Assoc,, Inc, (RockfOrd, Il1, )
Central Adv, Agency (Lima, Ohio)
Smith-Winchester Adv, Inc, {Loucnrield, Mich,)

26, CONoULICH LS .ot
i Carn=Zrickson, Inc. (Lrnia_wy
Krupnick & Assco., In . (bt, Lyt-, lu,;
Eofer, Dieterich & Brown, Inc, (San Francisco)
Stiefel/Raymond Adveriising Inc, (New York)

27. COCA-COLA FOODS
Marshalk Co., (New York)
Tatham-Laird & Kudner, Inc, (Chicago)
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DEL MONTE
MCCann~- Erickson (San Francisco)
Dailey & Assoc, (3an Francisco)

FLOR1D. CITRUS COMMISSION

Leanen & Newell Inc. (New York)

Enioc Stalvey & Associates (Washington, D.C.)
Fritchard Wocd Assoc, Inc, (New York)
dudiey~inderson-Yutzy (New Yori)

LIEVIR BiOS,, FCCH PRODUCTS DIV,

Bat'en, Barton, Durstine & Oshorn, (MNew York)
Doyle, Dane, Bernhach, Inc, New York)

O2ilvy & Mather, Inc., (New York)

SET

Henderson Adv, Agenay {Greenville, 5,C.)
Batz-Hodzsoa-New achnar, Inc, (St. Louis, Mo.)
AL Yaescher Adv, Inc, (Clavton, Mc.)

Gardner Adv, (Gt Lewis, Me,)

Lasle Daae Sernbacl, Ine, {Los anyecies)

KoJd, RUYHOLDs FOULS
William sty Co., Inc., (New York)
J. walter Thompson Co, (Chicago)

USCAR MAYER _
J, Walter Thompson ( Chicago)

GREEN GIANT
Batten, Barton, Durstine, & Osborn, Inc. (New Yorl)
Leo Burnett Co.,, Inc, (Chicago) '

STOKEZLY~VIN CAMP
Lennen & Newell, Inc, (New York)
Handley & MIller, Inc., (Indianapolis)

LTBEY ,MCNETIL & LIRBY
Tatham-Laird & Kudner (Chicago)

ANDERSON CLAYTON
Cunningham & Walsh (New York)

AMERTCAN DATIRY ASSO0C,
Leo Burnett Co, (Chicago)

OCEAN SPRAY CRANBERKIES
Ted Bates & Co,, Inc, (New York)
Younz & Rubicam Inc, (New York)
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SQUIBB BEECH-NUT, BEECH-NUT LIFESAVERS
Dancer~Fitzgerald-Sample, Inc., (New York)

GEO, HORMEL
Batten, Barton, Durstine & Osborn, Ine, (Mirncapolis)

SUNK1IST GROVERS
Foote, Cone & Belding, Inc, (Los Argeles)

FLTER FAUL
Dancer-Fitzacrald-Sample, Inc, (New Ycrk)
Bemton & Bowles Adv, (New York)

R,T. FRENCH
J, Walter Thompson Co, (New York)

GERBER
D'Arcy Adv, Co, (Chicago)

JENQ'S
J.F.P, & Associates, INc, (Duluth, Minn,)

CASTLE & COURZ

Foote, Coue & Belding, Inc, (San Francisco)
Xichard K, manofif, Inc, (New York)

N.W, Aycer & Son, Inc. (Philadelphia)

KEEBLER
Leo Burnett Co, (Chicapu)

AMK, UNITED FRUIT, JUKEN MORRELLL
Batten, Barton, Durstine, & Osborn, Inc, (New York)
Kenyon. & Eckhardt Adv,, Inc, (Chicago)
Lennen & Newell/ Midwest (ChScago)

LITTON INDUSTRIES, S5TOUFTER FOODS
Ketchum, McLeod & Groves, Inc, (Pittsburg)
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Ner |
Newsvreelk |

With News You Can Use

-

Oct, 18, 1971 Washingten, D.C.

Introducing...

Consumer Newswsek, a new wezekly
newsletter with important news and
separate reports affecting the ec-
onomic and physical welfare of all
consumers.

Subscribers to U.S. Consuner will
automatically receive Consuner
Newsweek, doubling the jssves now
received, without extra charge,

See inside for special introduc-
tory offer to new subscribers.

FTC AD HEARIKGS TAILOR'D TO INDUSTRY WISHES

Madison Avcnue is set to dominate the Federsl Trade Cou-
nission hearings on advertising's impact beginning here on
Wedriesday (Oct. 20). Elaberate industry planning and nany
advance contacts with FTC off.cials have wrung concessions
unprecedented for such affairs.,

A confidential report circulated amcng industry leaders
reveals that strong pressuras were put on the agancy, re-

_sulting in an unusually heavy schedule of industry spokes-

men, timing designed to offset critics for hecadline pur-
poses,and auxiliary hoopla that threaten to turn the whole
affair into little more than a goverument-sanctioned conmer-

i cial for the advertising business.

The secret memo discloses that the principal industry
nlanning was done by a joint committee of officials from the
Association of National Advertisers and the Amarican Associ-
ation of Advertising Agencies. A nationwide public rela-
tions and advertising canpaign has been planned to coincide
with industry testimony. :

Aduen got the FIC to allot 45 days of hearings to what

"the industry calls a "first class" pitch. Tihis Is nore than

WASHINGJON RIGHLIGHTS

.++.Some sort of public warning is
being prepared by the National
Higaway iratric Safely Auaiuistva-
tion on Chevrolet engine mounts
which break loose and cause ®ajor
accidents, Ralph Nader, citing
evidence of a structural weakness
in mounts relying on adhesive, got
NHTSA to reopen an investigation
into the problem. Models include
full-size Chevrolets of 1966-1969
vintage and Camaros of 1967-1969.
Meanwhile, Nader aides advise all
owners of these cars to have the
mounts replaced by interlocking
type. Probably cost about $30.

.+.To help spot possible violators
of wage~-price freeze, the Consumer
Federation of America has set up a
clearinghouse and called on member
organizations and volunteers to
scnd in reports, Address Retail
Employee's Price-Watch, c/o CFA,
1012 l4th st. nw., Washington.

.ssSenate Commerce Committee ended
hearings last week on no-fault car
insurance, is now revising bill
introduced by Sens. Hart and Mag-
nuson. At the same time, Massach-
usetts Insurance Coumissioner J.G,
Ryan has demanded rate decreases.
He says they are due becausc.costs
under no-fault have dropped 50%,

one-fourth of the total scheduled time., "Rebuttal” testi-
mony by industry spokesiren has also been arranged to match
critical comments in time for news dead) fnes, according to
an article in Advertising Age, a trade publication.

In addition, FIC reportedly agrecd to rule out any dis-
cussion of advertisine's influence on industrial concentra-
tion, a buming 1ssuz at the agency and elscuhere. Agency
staff aides had suggested the expanded topic but were over-
ruled by higher officials.

To the admen's delight, the FIC has decided to focus on
getting "empirical information.” FTC Chairwan iles Kirk-
patrick told a Senate committeec Oct. 4 that hc was already
willing to conclude "that in many instanccs, scientifically
sound information does not yet exist and wmust await further
research.”

In recent months, the industry has become dceply worried
over the increasingly tough stance of the FTC. Their wain
concerns are the FIC demands for documentation 6f question-
able claims and orders that falsc statements be corrected iu
future advertiscments. )

Adinen fear the possibility of further industry-wide reg-
ulation. In his confidential memo, ANA President Peter V.
Allport cmphasizes this theme...le deplores what he sces as
an FTC staff view "that adveriising's only economic and so-
cial justification is to provide ‘information' from vhich
consumers can make 'rational purchasing decision.'" Indus-
try leaders obviously see the hearings as a vehicle to im-
prove government and public understanding of advertising.

Also worrying admen is growing evidence of a sharp de-
cline in advertising credibility. A survey reported in the
Narvard Business Review indicated that two-thirds of U.S.
execulives do not Eeel ads present a true picture of prod-
ucts and services.

(Continued on last page) Issuc #1




OF THE TOP 50 TV ADVERTISERS IN 1970, OVER HALF MANUFACTUKE FOOD PRODUCTS

COMPANY

1970 TV
EXPENSE

**¥Procter & Ganble Co.

¥¥Gene.'al Foods Corp.
Colgate-Palmolive Co.

*Xpristol-lyers Co.

¥¥American Home Products

*¥R. J. Reynolds Indusiries

*¥X{Jarrer-Larbert Pherma. Co.

*¥Lever Brothers Co.
Sterling Drug Inc,
Phillip Morris Inc.
Gillectte Co.

¥*General Mills Inc.
General Motors Corp.
Ford Molor Co.

¥¥Miles Laboratories Inc.
Sears Roebuck & Co.

¥¥Kellogg Co.

*(oca Cola Co.

¥¥Kraften Corp.

Lcews Thealres Inc.

British-Amer. Tobacco Co.

S. C, Johnson & Son Inc.

*¥xPepsico Inc.
American Brands Inc.

MAberto ¢ lver Co,

From Froudcasting, tay 17, 1971.

$179 million
$ 94 million
$ 83 million
$ 80 million
$ 67 million
$ 67 million
$ 6l million
$ 59 million
$ sk million
$ 48 million
$ hh nillion
$ 42 nillion
$ 42 million
$ 39 million
$ 39 million
$ 34 million
$ 34 million
$ 32 million
$ 32 million
$ 31 million
$ 31 million
$ 3). million
$ 30 million
$ 30 million

$ 27 million

COMPANY

1970 v
EXPENSE

¥*Ralston Purina Co,
Chrysler Corp.
AT&T
*¥J, B. Williams Co.
*XNestle Co,
*XTPRT
**Carnation Co,
*¥Campbell Soup Co,
*XHorton Simon Inc.
Richardson Merrell Inc,
Block Drug Co., Inc.
**Quaier Oats Co.
*¥yorton Norwich Products
*¥Kapid American Corp
L & M Tobacco Co.
Johnson & Johnson
**McDon.alds Corp.
Chas Pfize¥ & Co.
Carter Wallace Inc,
*%pillsbury Co.
*XGreyhound Corp.
Myilliam Wrigley Jr. Co.
Plough Inc.

Mattel Inc.

Smith, Klire & French Lab

(% indicates those companies which manufacture foods.)

$
$
$
$
$
$
$
$ 17 million
$
$
$
$
$
s §

$ 27 rillion
$ 25 million
$ 24 million
$ 23 million
$ 22 million
$ 22 million
$ 21 million
$ 20 million
$ 19 million
$ 19 million
$ 19 nillion
19 wmilliion
18 million
18 million
18 million
18 million
17 million

17 million

17 million
17 million
17 million
16 million
16 million

15 million

Figures based on Proadcast Advertisers Reports.
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RADIO T.V. REPORTS, INC.

t, WOMARN: Eating used to be
my Ralph's least favonte
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9, Sur.':lown Supper,
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r But that was before Libby
Land v.nners, the first frozen
dinners with fun in them.
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for kids.
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10, and Pirate Picnic.
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11, Kids eat them up.
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LIBBY DINNERS
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3. Forinstance, Safari Supper

4, spaghetti with meatballs,
has fried chichen,
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Libby Land Safari Supper,
that adds fun flavors to railk,




APPEFDIX I

RADIO T.V. REPORTS, INC. PRODUCT.  PALS VITAMINS 715460

PROG M: SCOORY DO 10/16/71 30 SEC.
WweBS TV (NEW YORK) 8:31AM
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}.  MAN: Howdy, Arnold, want2: ARWOLD: Sure, what do § gat? 3 MAN: A membershin 4. A Pal's club patch and 2
to join the Pal's Club? certificate with your name coloring and activity Loo's.

on it.
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s, (MUSIC) . 6. MAN: You don't cat the 7. ARNOLD: Can!havemy 8, ARNOLD: tlovethe
Fal's Club, Arnuld, Yougil daity P2i's Vitamin, too? Pal's Club.
it in the rnail free when you MAN: Surc.

send in any box of Pal's Vitamins.
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9, MAN: To join, mom, 10. just look for the specially
n't\arked Pal's boxes in your
store.
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RADIO T.V. REPORTS, INC.

"~
T -
-~
Yo

e ek o=

\... "_‘- _ m‘\"\——-—"‘"
§.  (MuUsIC)
_.'11
¥
S, and sailed away.
/-—_'_—"
I \
)_'- .
’ o -
F - .
Lok - = <

9. Start playiny Noals soon.
Don't wait for a rainy day.
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2. ANNCR: Do you remember
the story of Noah?

6. Novs you can ploy Noech, 7.
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10. A palr of anlmals free with
a minimum & gallon fitlup.
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FILMED FROM BEST AVAILAB

ARCO GASOLINE
MILLION DOLLAR MOVIE
KHJ.TV
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3, When he saw the rain coring,
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Particl_iing Arce Coolers
hava 15 pairs of animsls to
collect,

APPENDIY. ¢
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4, Noah put {10 of every kind
of animal on the Ark
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8. Youcanevear.. lozh ind
his Arl:. Just gsik fer come
plete detiils.
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¥, (SFX) ANNCR: Hey hot-
shot, wihat kind of vitemins
doos your mother glve you?
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S, ANNCR: But why Chocks?
\Yhy not one of thoso oihzr
shaped brands?

e e e

9. ANNCR: | sea. Chocks are
the chewable vitamin shaped
for grownup kids like you.
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pProDUCT: CHOCKS VITALIINS

APPENDIX I

718488
PROGRAN: JACKSON FIVE . LIARNIA . 30 SEC.
WABC.-TV {NEW YORK) 9:49AM
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2,” BOY: Chocks...

.':! 4 pated
o i

£ b
e j - ]
' Ul(/‘..\}! /

6, BOY: Thosoare shapad for
tittis Kics.
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3, ANNCR: \V/hy, bresueso
sho i,0ws you don't alvrays
eat right?

4, BOY: Ycah,
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2, ANNRCHR: Oh, how do you
knovs wien you'va c1ovin up
to thios s of Chocis?

8, BOY:\/hea you'roa ¢rowin
up ki likke me.
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